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Rough Proofs 


An office equipment man is taking 
his prospects for airplane rides be- 
fore starting his sales talk. After 
bumping around in the ether for a 
while a good old desk and swivel- 
chair must look pretty good. 


vgyv¥yy 


The Holland Furnace Company 
tells prospects that free service is 
paid for out of the advertising ap- 
propriation. Maybe that’s what’s 
wrong with 1932 advertising appro- 
priations. 
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Walter Winchell publishes a snap- 
py paragraph about a gal “whose 
father is one of the major execu- 
tives in the famous flour mills of 
Milwaukee.” Could he have meant 
the famous breweries of Minneapo- 
lis? 
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Mort Hamburger issues “Sunny- 
side Up” from his editorial sanctum 
in a Brooklyn hospital. And yet 
some people still complain about the 
depression! 
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Cremo’s “twenty words, no more, 
no less” are now being used in news- 
paper copy. The number doesn’t in- 
clude the most important part of the 
advertising, though—the signature 
of George Washington Hill. 
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The financial advertisers called at- 
tention to the error in a bank ad 
crediting the official order stopping 
the sun to Gideon, instead of Joshua. 
Everybody ought to know by this 
time that Gideon is the hotel-Bible 
fellow. 
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Now that the radio chains are go- 
ing to permit price mentions on the 
air, the public will be let in on some 
astonishing trade secrets—such as 
that Wrigley’s chewing-gum sells for 
five cents a package. 
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After Plymouth had made a 218 
per cent gain in sales in the first 
half of 1932, the advertising account 
was transferred to another agency. 
There ain’t no justice. 
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You can now trade in your old 
tires, fountain-pens, refrigerators, 
radio sets and whathaveyou. There 
ought to be an idea in this for the 
stock brokers. 
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Maybe the trouble with 1932 busi- 
hess is that after doing a lot of sell- 
ing and advertising to get a cus- 
tomer, the merchant finds that his 
profit is still tied up in a bunch 
of junk that he accepted in the trade. 
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A correspondent —yes, he’s an 
agency man—says that appointing 
two or three or six agencies is like 
improving “Uncle Tom’s Cabin” 
with two Uncle Toms and three 
little Evas. 

vvyY 


Open Road for Boys published an 
advertisement in ADVERTISING AGE 
apologizing for not breaking all rec- 
ords for advertising volume in its 
October issue. All right, 0. R. F. B., 
but see that it doesn’t happen again. 
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Babe Ruth and his Yankees assure 
the blasé baseball public of New 
York that the Cubs are “just an- 
other ball club.” I wonder if they 
oy heard of the Boston Braves of 
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Copy Cus. 


COLLINS - KIRK 
DISCONTINUES; 
ACCOUNTS SPLIT 


Chicago, Sept. 23.—Blackett-Sam- 
ple-Hummert, Inc., will acquire some 
important new accounts Oct. 1 as the 
result of the decision of Collins-Kirk, 


Hill Blackett 


Inc., Chicago, to uiscvatinue busi- 
ness. Ruthrauff & Ryan, Inc., Chi- 
cago, will also get several accounts 
hitherto handled by Collins-Kirk. 

George R. Collins, who has been 
president of Collins-Kirk, Inc., since 
its formation in 1919, will become an 
account executive with Blackett-Sam- 
ple-Hummert Oct. 1, as will A. E. 
Munn, who has been treasurer. Wal- 
lace F. Kirk, vice-president, will join 
Blackett-Sample-Hummert as soon as 
he is able to wind up the affairs of 
Collins-Kirk. 

Blackett -Sample-Hummert, Inc., 
will become the agency for John F. 
Jelke Co., Morton Salt Co., Murine 
Co., Public Health Institute, Tele- 
type Corp., Continental Casualty-As- 
surance Co. 

Kenneth D. Stewart, who has been 
vice-president of Collins-Kirk for six 
years, will join the Chicago office of 
Ruthrauff & Ryan, which will handle 
the advertising of Kosto Co., Joseph 
Triner Co., and Indiana Botanic Gar- 
dens. 

Though less than ten years old, 
Blackett-Sample-Hummert, Inc., has 
enjoyed a consistent growth. Hill 
Blackett, its youthful president, 
formed the agency in 1923 after serv- 
ing Lord & Thomas as account ex- 
ecutive. With him went J. G. Sam- 
ple from Curtis Publishing Company 
as vice-president and treasurer. In 
1927, E. F. Hummert resigned as 
copy chief for Lord & Thomas to 
throw in his lot with Blackett-Sam- 
ple, the name being changed to its 
present style. 

The services of G. R. McGivern, 
widely known space buyer, were se- 
cured in 1926 and those of L. A. 
Crowell, executive vice-president, were 
added a year ago when Blackett-Sam- 
ple-Hummert, Inc., absorbed Crowell, 
Crane, Williams & Co. J. R. Lieber 
is secretary. 

Among large advertisers served by 
Blackett-Sample-Hummert, Inc., are 


General Mills, Inc., Minneapolis; 
Wander Co., Chicago, Ovaltine; 
Parker Pen Co., Janesville, Wis.; 


Lavoris Chemical Co., Minneapolis, 
and Northern Paper Mills, Green 
Bay, Wis. 


Claude Hopkins, Former 
Lord & Thomas Head, Dies 


Improve Quality 
Of Advertising, 
O’Connell Urges 


Boston, Sept. 22.—Improved qual- 
ity in advertising as well as im- 
proved quality in merchandise was 
the keynote struck at the opening 
session of Boston Conference on Re- 
tail Distribution Monday by P. A. 
O’Connell, president, National Dry 
Goods Association, and general chair- 
man of the conference. 

“One of the most hopeful signs to- 
day is the swing back to good qual- 
ity that is apparent in the retail 
trade,” Mr. O’Connell asserted. “Qual- 
ity is an absolute essential to perma- 
nent recovery of consumer confidence 
and consumer buying.” 

“Second only to the quality of the 


goods we offer, must come the qual-|! 


ity of our advertising,” he continued. 
“Every merchant here will agree 
that the cost of his newspaper line- 
age is too high in proportion to its 
return in sales. The first impulse 
is to seek lower lineage rates, but a 
eareful analysis of the business of 
newspapers leaves much doubt 
whether any reduction that the pa- 
pers could give would be sufficient to 
make their retail advertising pay. 

“When we analyze the advertising 
that appears in the papers, it seems 
plainly evident that the way to really 
get results is to improve the quality 
of advertising. After all, the cost 
of lineage is not the important fac- 
tor. It is not so much a question of 
rates as a question of profitable re- 
turns. 

“Let us strike at the root of high 
cost—the lack of confidence which 
the public feels because of the abuse 
of advertising. Every bit of exag- 
geration, every derogatory compari- 
son—these are largely the cause of 
high advertising costs.” 

No one merchant or newspaper can 
eliminate these abuses, Mr. O’Con- 
nell asserted, but “it can be brought 


HE REACHED THE TOP 


Claude C. Hopkins 


about in each city through the sin- 
cere co-operation of all the better 
merchants and all the better news- 
papers.” 

“I believe the newspapers as a 
group are ready to take such a step,” 
he concluded, “If they do and if they 
carry through until the consuming 
public finds that it can place implicit 
confidence in all the advertising they 
print, our problem of excessive ad- 


vertising costs will have been 
solved.” 
Mr. O’Connell announced that 


from information he had recently 
gathered, he foresaw purchases of 
$1,170,000,000 by. the 3,800 retail 
store members of the National Re- 
tail Dry Goods Association during 
the last four months of this year. 

This amount is decidedly better 
than was thought possible two 
months ago, he said, and compared 
favorably with the volume of pur- 
chases made during the same period 
last year. 


Last Minute News Flashes 


New York Dailies Revise Rates 
New York, Sept. 23.—New York Daily News yesterday announced a rebate 
of five per cent on all advertising rates, effective from Sept. 1, 1932, until 


further notice. 
of the total amount of space used. 


paper, the latter an afternoon paper. 


The rebate applies to all types of advertising, regardless 
New York Sun today announced a re- 
duction of two cents a line on all display rates. 


The former is a morning 


Harn Praises Education of Carriers 
Chicago, Sept. 23.—O. C. Harn, managing director of the Audit Bureau 
of Circulations, told the Central States Circulation Managers’ Association 
here that the plan now being adopted by many newspapers, of training 
their carrier boys to be real salesmen of their papers, is one that adver- 
tisers would approve and should be informed of. 


Oppose Paid Admissions to Radio Shows 
New York, Sept. 23.—Upsetting a precedent of 12 years’ standing, the 
exhibitors committee of radio manufacturers displaying their lines at 
the trade show here this week voted to discontinue their support of pri- 
vately promoted radio shows to which admission is charged. 


“Herald and Examiner” Revises Local Rates 


Chicago, Sept. 23.—Local rates of Chicago Herald and Examiner, which 
heretofore have been on a flat basis, have been revised to provide a slid- 


ing scale of discounts of from ten to twenty per cent. 
National rates are not affected. 


went into effect Sept. 21. 


The discounts 


Was Famous as Originator 
of Coupon Offering 
Free Samples 


Grand Haven, Mich., Sept. 22.— 
Claude C. Hopkins, famous adver- 
tising man who happily found the 
rainbow which so many have sought 
in vain, died last night of heart dis- 
ease at his country estate at Spring 
Lake, near here. He was born near 
Spring Lake in 1866. 

Mr. Hopkins, who was associated 
with Albert D. Lasker, chairman of 
the board, Lord & Thomas, for many 
years, served both as president and 
chairman of the board of that 
agency. His sudden ending found 
Mr. Lasker in isolation in Northern 
Canada, so that it was a* matter of 
conjecture as to when he would learn 
of the death of his former associate 
and close friend. 

Though Mr. Hopkins, who is sur- 
vived by a widow and a daughter, 
planned the advertising of many fa- 
mous products, it was Pepsodent 
Tooth Paste which made it possible 
for him to retire ten years ago 
blessed with enongh of this world’s 
goods to insure com.é$rt for life. 

The advertising man paid $13,000 
for a block of Pepsodent stock, when 
the marketing plans were being for- 
mulated. He later received $200,000 
in dividends and on his decision to 
retire from active business, sold 
the sfock for $500,000. . 

Likewise, it was Pepsodent which, 
in spite of Mr. Hopkins’ years of ex- 
perience, nearly proved his undoing. 
Had it not been for his habit of 
“check and double check,” the phrase 
popularized by later Pepsodent ad- 
vocates, the dentifrice might have 
proved a failure instead of the sen- 
sational success it became. 


Featured Free Samples 


Mr. Hopkins had merchandised au- 
tomobiles, tires, foods, and patent 
medicines without a break in his 
chain of successes. He had evolved 
a formula which seemed to be a 
panacea for ailing products. It was 
to use a coupon entitling the reader 
to a package without charge, “free” 
being featured in the headline. 

This worked well with many prod- 
ucts, but Mr. Hopkins quickly found 
it was a boomerang in connection 
with anything intended for hygienic 
use, creating distaste instead of de- 
sire. He quickly discovered his 
error, however, and made the indi- 
cated changes, with the result that 
he pocketed a.cool million from his 
Pepsodent adventure. E 

His mistake, however, made a deep 
impression on him. “I can now cite 
to anyone interested a hundred ways 
to advertise a tooth paste wrong,” 
he remarked later. 

Mr. Hopkins was no stranger to 
big money. He got a quarter inter- 
est and no salary when he was re- 
tained to advertise Liquozone from 
Chicago. Four good advertising men 
had made dismal failures in trying 
to interest the public in this germi- 
cide, but under his direction it 
brought in $1,800,000 the first year. 
In two years, Liquozone was being 
advertised in 17 languages. 

Liquozone was sold via the sam- 
pling method, in which, Mr. Hopkins 
was a firm believer. Coupons in the 
advertising entitled the consumer to 
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September 24, 1932 


a trial bottle free, an order on the 
druggist being exchanged for the 
coupon. On subsequent purchases a 
money-back guarantee was featured. 
Only one druggist in each commu- 
nity was appointed under this plan. 


All brewers were large advertisers 
at that time, and all emphasized the 
purity of their products. Hopkins, 
to quote his own version, “gave 
purity a meaning” by describing 
plate-glass rooms, artesian wells, and 
other manufacturing features. 

It was his work with the Quaker 
Oats Company which made it a con- 
firmed user of magazines with an in- 
clination to avoid other mediums. 
When he undertook a campaign for 
the company, Puffed Wheat was sell- 
ing at 7 cents and Puffed Rice at 10. 
He raised the prices to 10 and 15 
cents, which he believed made the 
food too expensive for the masses. 

After a short trial of newspaper 
advertising, he shifted to magazines, 
of which Quaker Oats is a consistent 
user today. He coined the phrase, 
“Food Shot from Guns,” which 
brought him unbridled ridicule until 
it caught the public fancy and 
started breakfast cereals on the road 
to general use. He was a large 
buyer of newspaper space, however, 
and cut costs two-thirds on one prod- 
uct by changing to newspapers from 
direct mail. 


A Genial Fraud 


Mr. Hopkins was not averse to a 
genial fraud upon occasion. When 
he joined Reo, he had R. E. Olds 
name a new model Reo V. and refer 
to it in the advertising as “my fare- 


well” car. To Olds’ shocked protests: 


that he had no intention of aban- 
doning the automotive field, Mr. Hop- 
kins replied that the public would 
forgive the subterfuge, if such it 
was. The Reo campaign sold a huge 
number of “farewell cars.” 

Mr. Hopkins regarded his Mitchell 
campaign as his biggest automotive 
triumph and most serious setback. 
The copy featured “John W. Bates, 
efficiency expert” at a time when the 
public was demanding economy in 
cars. An amazing number of Mitch- 
ells were sold, but the car itself was 
full of “bugs” and every sale was 
merely storing up trouble for the 
factory, according to Hopkins, who 
hastily drew a curtain over this 
painful chapter. 


Along with his sturdy belief in 


testing, Mr. Hopkins developed an 
aversion to any form of advertising 
which was not susceptible to a yard- 
stick. It was this skepticism of in- 
stitutional advertising which caused 
him to abandon the Goodyear ac- 
count when the company insisted on 
talking about its factories and its 
resources. 

After retiring, Mr. Hopkins wrote 
“My Life in Advertising,” published 
by Harper & Brothers in 1927. Some 
of his views, appearing startling now, 
and likely to inspire challenge in 
high places, reveal what a fast-mov- 
ing business advertising has become. 

“In selling silver polish at the age 
of 10,” he wrote, “I found I could 
sell only one in 10 housewives at 
the door, but nearly 9 out of 10 if I 
could get into the pantry. 


Get Consumer's Viewpoint 


“More campaigns have failed be- 
cause of blind following of personal 
preferences than for any other rea- 
son. It is not our opinion, but the 
consumer’s, that counts. 

“Most advertisers who have found 
a winning appeal change it alto- 
gether too soon. They become weary 
of it, failing to realize that the pub- 
lic does not see every piece of copy 
and that the story is nearly always 
new to someone. 

“You can’t afford to sell anything 
twice. You can’t sell both to and 
for the dealer. The tax on the con- 
sumer becomes too great. We must 
choose between the two. But be fair 
to the dealer. 

“An unadvertised line without 
consumer demand must depend on 
its distributors. And they demand 
a big toll. No matter how large you 
make it somebody else will bid 
higher. 

“Make your copy inviting and al- 
truistic. ‘We will buy’ is more effec- 
tive than ‘ten-cent cake free.’ 

“It is a mistake to offer one item 
free to anyone who buys the other. 
It is just as hard to sell at half price 
as at full price to those who are not 
converted. 

“Make a trial easy. Don’t ask the 
public to pay for your efforts to sell 
them. 

“Inquiries for free samples may 
cost 25 cents. Ask 10 cents for a 
sample and they may cost $1.25. To 
gain 10 cents you may be losing $1. 
And you may start only one-fifth as 


That’s LIFE for you. 


Li 


60 East 42nd Street, New York 


Readers (and advertisers) 
everywhere are catching on to the fact that LIFE 
is going places, doing things, setting a new pace. 
Always a bit ahead of other people, the readers 
who form the LIFE market of today are more 
responsive than ever—hence LIFE’S 


125, 
Guaranteed Average Net Paid ABC 
at $700 per page—$5.60 per page per thousand 
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many using your product as you 
might otherwise.” 


“Keep the ‘Hook’ Under Cover” 


Mr. Hopkins laid down the axiom 
that life is too short for the adver- 
tiser to attempt to make new users 
of a product. This was his com- 
ment on an ill-fated campaign of his 
own which aimed to create new 
users of oatmeal. 

Changing consumer methods was 
something else again. For the Van 
Camp Packing Company he staged 
an educational campaign with re- 
markable results when he found that 
94 per cent of the country’s women 
were baking their own beans. When 
other companies adopted the same 
appeal, he advertised for Van Camp, 
“Try our rivals too.” 

Other of his beliefs: 

“Brilliant writing has no place in 
advertising. A unique style takes 
attention from the subject. Don’t 
reveal the hook. Many an advertise- 
ment is killed by a single phrase 
such as ‘Insist on this brand,’ or 
‘Avoid imitations.’ They indicate a 
motive with which buyers cannot 
sympathize. 

“No test I know of proves expen- 
sive art profitable. Nor do I know 
a case where color pays better than 
black and white.” 

As indicated, this was written five 
years ago. 

Perhaps Mr. Hopkins’ penchant for 
brevity and simplicity was based on 
his intimacy with the Bible. He 
had leanings towards the ministry 
in his threadbare youth. 

“T lived and grew to manhood 
among the poor,” he said. “I never 
tried to write copy for the rich and 
don’t know their reactions. For oth- 
ers, my words will be simple, my 
sentences short.” 


Created Advisory Board 


In the agency field he created and 
advertised “an advisory board of ex- 
perts” to give free advice on adver- 
tising problems. The idea was to 
foster good advertising and to “dis- 
cover jewels of advertising opportu- 
nities.” The board was forced, how- 
ever, to advise most of those who 
took advantage of its services to for- 
get advertising. 

Mr. Hopkins’ favorite anecdote 
concerned Vinegar Bitters, a patent 
medicine of his childhood. His 
father, a small-town newspaper pub- 
lisher, accumulated a stock of this 
marvelous remedy in exchange for 
advertising space. Young Claude, 
being the youngest and weakest of 
the family, was selected to secure 
the benefits of Vinegar Bitters and 
he absorbed many bottles. He made 
a standing offer to give the manu- 
facturer a free testimonial, but the 
maker of Vinegar Bitters failed to 
accept. 

When A. D. Lasker hired Mr. Hop- 
kins, somewhat against the latter’s 
will, he excused himself for his 
weakness in these words: 

“No ordinary human being has 
ever resisted Albert Lasker. He has 
commanded what he would in this 
world. Presidents have made him 
their confidant. Nothing he desired 
has ever been forbidden him.” 

Later in his association with Mr. 
Lasker, he complained, however, that 
his only grievance was Mr. Lasker’s 
habit of shoving unearned checks 
into his hands. 

Mr. Hopkins had a keen desire to 
help newcomers in advertising and 
it was for that reason that he wrote 
“My Life in Advertising” and “Sci- 
entific Advertising.” The latter is 
stilt regarded as a standard text- 
book on advertising and has been 
translated into many languages. 

He was humble in spite of his 
achievements and wrote in the pref- 
ace to “My Life in Advertising”: 

“Had someone set down a record 
like this when I began I would have 
blessed him for it. Then, with the 
efforts I here describe, I might have 
attained some peaks beyond me now. 
May I live to see others do that.” 


Starts Shopping Guide 

Mrs. Daisy Tupper Nichols has 
started “The Advertiser,” a shopping 
guide, in Osage, Ia. 


Paper Changes Name 
Radio & Electrical Home Equip- 
ment, Toronto, has changed its name 
to Radio ¢& Electric Sales. 


GENERAL ELECTRIC, JR.! 


Cleveland, Sept. 22.—Invasion of 
the low-priced electric refrigerator 
field is heralded by General Electric 
Company with the introduction of 
General Electric Junior, a refrigera- 
tor of conventional design. 

The new product, which will make 
its bow next month, will come in 
four, five and seven cubic foot sizes, 
and will be sold by the company’s 
present dealers. The five-foot model 
lists at $135, with other sizes in pro- 
portion. In contrast to the Monitor 
Top model, which carries a four-year 
guarantee, the Junior model will be 
guaranteed for one year. 

Advertising and sales effort of the 
company will continue to be concen- 
trated on the Monitor Top model. A 
national campaign on the higher- 
priced line, with incidental introduc- 
tion of the new models, will start 
next month. 


Walnut Growers 
Increase Scope 


Of Advertising 


Los Angeles, Sept. 22.—Increased 
expenditures for radio, women’s 
magazines, outdoor signs, and car 
cards will be relied upon this fall by 
California Walnut Growers Associa- 
tion to market a bumper crop of 
Diamond walnuts. 

In line with the tendency to pro- 
vide consumer packages, dealers 
will feature four-pound bags of wal- 
nuts, the bags having network backs 
through which the product may be 
seen. 

The association’s radio program, 
which will begin Oct. 6 over a na- 
tional CBS network, will present the 
story of Omar Khayyam, a serial 
appealing particularly to women. 
Half-hour programs every Thursday 
for 13 weeks are scheduled. 

Full page advertisements in color 
will appear in Ladies’ Home Journal, 
Woman’s Home Companion, Delinea- 
tor, Good Housekeeping, McCall's, 
Pictorial Review, Household Maga- 
zine, and Woman’s World. 

All of the copy features the 
“human touch,” the first of the series 
depicting a smiling grower with a 
basket of walnuts, announcing, 
“Well, folks, here they are again— 
the prettiest, finest walnuts you ever 
saw—and selling at such low prices 
I bet you just can’t help eating twice 
as many of ’em.” 

In other advertisements similar 
messages are put into the mouths of 
grocers. 

All of the association’s copy car- 
ries the message, prominently dis- 
played: “When the farmer pros- 
pers—you prosper. Buy More Ameri- 
can Farm Products.” 


Stevenson’s New Work 


Kenyon Stevenson, formerly direc- 
tor of advertising, Armstrong Cork 
Co., Lancaster, Pa., has joined the 
National Shelter Group, New York, 
class magazine publishers. He will 
represent its advertising color serv- 
ice in the Eastern territory. 


GALAXY OF STARS. 
WRITES NEW BOOK 
ON ADVERTISING 


New York, Sept. 22.—The “good 
all-around advertising man” will be 
relegated to his place in history 
with the appearance next week of 
“Careers in Advertising,” a volume 
of impressive size wherein fifty-odd 
distinguished advertising people 
classify the practice of advertising 
into four fields and more than a 
score of specialized jobs, proficiency 
in any one of which is held a praise. 
worthy goal for any ambition. 

The book is edited by Alden 
James, Eastern manager of Atlantic 
Monthly, and published by Mac- 
Millan. It contains an introduction 
by Earnest Elmo Calkins and a 
chapter of general discussion by 
Colby M. Chester. 


Brilliant List of Contributors 


Contributors include Lee H. Bris- 
tol, A. E. Bryson, Roy S. Durstine, 
Francis G. Hubbard, Henry Eck- 
hardt, Samuel C. Croot, Frank J. 
Reynolds, Ruth Waldo, Louis Wiley, 
Lee W. Maxwell, Charles Coolidge 
Parlin, Conde Nast, Malcolm Muir, 
A. C. Pearson, The Hon. Arthur 
Capper, M. H. Aylesworth, Frank T, 
Hopkins, Barron Collier, Walter 
Dorwin Teague and others equally 
prominent, many of whom have 
hitherto studiously avoided the cares 
and responsibilities of authorship. 

While the primary purposes of the 
book is to counsel the advertising 
neophyte, its contents will probably 
be read with more attention and 
profit by experienced advertising 
people. Much of the interest and 
value of the book is due to the fact 
that the editor has limited his func- 
tion to making the book compre- 
hensive and informative, withhold- 
ing the editorial pencil from his 
contributors’ differences of opinion. 


Not Standardized Business 


“One of the most zestful and in- 
spiring things about this advertis- 
ing business is that it is only as 
standardized as the millions of 
human minds it reaches and affects,” 
said the editor. 

“Fortunately, there is often more 
than one best way to execute most 
of its duties successfully! And when 
you find doctors disagreeing in the 
pages which follow, put it down that 
each is right.” 

The editorial fairness is exempli- 
fied by two chapters comprising a 
debate on the small agency vs. the 
large agency between B. A. Mec 
Donald and Frank S. Kent. 


Wanted: A Copywriter 


Kenneth Collins makes an amus- 
ing and illuminating summary of the 
qualifications he wants in a copy- 
writer in the following want-ad: 

“Wanted: An advertising copy- 
writer for a retail store—experience 
unnecessary —in fact, undesirable. 
Should be young, a potential author 
of the Great American, Novel—fairly 
soaking with enthusiasm — reason- 
ably insane—eager to work long and 
hard for small initial remuneration 
— college education desirable — 
knowledge of classics valuable— 
hard-boiled —and must possess 4 
hard-working sense of humor.” 

Other contributors are R. G. 
Parker, F. W. Jameson, Kenneth 
Groesbeck, H. F. Douglas, W. B. 
Ricketts, Edward Barnes, John C. 
Esty, Paul Hollister, Gordon C. 
Aymar, Joseph M. Farrell, Arthur 


Pryor, Jr., Morton R. Goldsmith, 
Roger L. Wensley, Samuel W. 
Meek. 


Albert H. Kent, Hugh Burke, John 
C. Sterling, Davis Keep, Ralf Coy- 
kendall, Dr. Jean F. Carroll, Philip 
Zach, Hugh K. Boice, Paul W. 
Kesten John F. Royal, E. B. Foote, 
William S. Hedges, John Gihon, 
Lorne A. Cameron, Homer J. Buck- 
ley, William A. Jones. 

Watson M. Gordon, Walter B. Pat- 
terson, Leonard S. Downey, Harry 
L. Gage, Edward Steichen, Charles 
E. Murphy and Roy Dickinson. 
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To such men we say—we do not expect 
you to believe that 4,000 to 6,000 letters 
come to our information department 
each month asking about merchandise 


and where to buy it. But let us show 


Ss 
you the proof. 


Further, we could not ask you to accept 
off-hand our statement that a large part 
of these letters come from important 
manufacturers who want to buy for 
their plants, their homes, their personal 


use. But allow us to present the evidence. 
+ 


The cold, literal facts 
about Popular Me- 
chanics are spectacu- 
lar, unparalleled—al- 
most unbelievable. It is 
not surprising that the 
men who each year are 


responsible for the 


spending of millions 
WHO BUYS 
FOR CAUSE _ shouldbeabitskeptical. 
Ph han cosh mana + 
e 
he reads Popular ‘ 
Mechonies We welcome their scru- 
advertisements 
he's buymg Now tiny and analysis. For 
* 


make us prove it 


it is our experience that 
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the men who are the most exacting in their 
requirements are the most positive in their 
recommendations to clients, once they're 


convinced. 
© 


There are other facts equally unusual: 
The amazing volume of goods sold 
by Popular Mechanics without 
advertising. 

The definite record of sales, over 
30 years, unapproached by any 
other magazine. 

The sales being made TODAY. 


, Q 
igo 


The last is most important to the man who, 
regardless of conditions, must make 
advertising pay out. 


Again we say, we welcome your doubts, 
your questionings, your most searching 
analysis. Let us lay the proof before you 
for your judgment. 


POPULAR MECHANICS MAGAZINE 
Chicago . . Popular Mechanics Building 
New York . . . . Empire State Building 
Detroit . . . . General Motors Building 


Boston . . . . . . 35 Newbury Street 


MAGAZINE 


WRITTEN SO YOU C 


AN UNDERSTAND 
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1045 
REPLIES 


to one 
Building Material 
advertisement 


Dealers and 
Sales for 
AIRPLANE & 
MOTOR CAR 
LUBRICANTS 
. best results of 
all mediums used 


For 15 years 
Popular Mechanics 
has sold 
GARAGE 
EQUIPMEN 


$1200.00 
worth of 
TIRE PUMPS 
sold — dealers 
obtained—from 
$115.00 ad 


CHAMBER OF 
COMMERCE 
received more and 
hetter inquiries 
from 
Popular Mechanics 
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$42,000 
worth of 


SPARK PLUGS 
sold by 


one advertisement 


$4,000 
in sales 
of 
RADIO ANTENNA 
inquiries 
at 17¢ 


$7,000 
TOOL SALES 


NOVELTY 


One advertisement 
produced over 
3,000 
inquiries with 10c 
for book on 


HAND TOOLS 


Orders received 
from 48 countries 
by 
manufacturer of 
ELECTRIC FUSES 
AND SPRAYERS 
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An Advertising Pioneer Passes 


The death of Claude Hopkins re- 
moves one of the real pioneers of 
advertising. His contributions were 
varied, but he was among the first 
to approach advertising in the truly 
scientific spirit, and to experiment 
with a view to finding the most effec- 
tive methods and appeals. 

At the time Mr. Hopkins first be- 
came prominent in advertising, most 
of its practitioners depended for 
effect upon name publicity. It was 
felt at that time that “repetition 
made reputation,” and little atten- 
tion was paid to copy other than to 
have the name prominently featured 
and frequently repeated. While this 
was good as far as it went, Mr. Hop- 
kins soon demonstrated that adver- 
tising could affect sales in a much 
more direct and productive fashion. 

He began to experiment with vari- 
ous merchandising ideas, such as 
sampling, tied up with advertising 
plans. His active mind worked out 
all sorts of new advertising appeals, 
and in each case he tried them out 
on a small scale before releasing 
them on a national scale. As he ex- 
perimented, he kept careful records 
of results, and gradually was able to 
build up a formula and a philosophy 
which helped him immensely in the 
development of new campaigns. 


One of the most interesting ideas 
which he discovered and proved was 
that it is not necessary for an adver- 
tiser to have an exclusive process 
or product in order to have unusu- 
ally interesting copy. He could take 
such a process as the manufacture 
of baked beans and write such copy 
as would make the reader feel that 
here were the baked beans she had 
been waiting for. 

Because Mr. Hopkins was generous 
in his discussions of advertising 
ideas with others, his contributions 
to the field were all the more valu- 
able. In talks and writings he made 
common property of the ideas and 
experiences which he had had in an 
unusually rich and interesting busi- 
ness life. Advertising men are un- 
der a real debt of gratitude to him 
for sharing the things he learned 
about how to make advertising really 
profitable and productive. 

Theodore Roosevelt said that 
every man owes something to the 
business or profession to which he 
belongs. Certainly the progress of 
the field depends directly on the 
willingness of its ablest men to 
share their knowledge and experi- 
ence. Mr. Hopkins set a splendid 
example for other advertising men 
to follow. 


Building an Advertising Reserve 


One of the most successful adver- 
tisers in the Middle West has re- 
ported to ADVERTISING AGE it is hav- 
ing its biggest year in 1932 in both 
sales and profits. Its stock is not 
listed on the big board, and its op- 
erations are not widely publicized, 
but it is interesting to know that it 
is possible in these times to achieve 
such a result. 

The secret is simple. A few years 
ago, when business was riding the 
crest of the wave of expansion, this 
company was wise enough to look 
ahead, to see possibilities of lean 
years, and to plan accordingly. At 
that time some of the profits were 
set aside in a special reserve for ad- 
vertising, and during the past few 
years, when business has been harder 
to get, that reserve has been drawn 
on. The results have been more than 
satisfactory. 

Is this story hard to believe, be- 
cause it’s so unusual? We can 
vouch for its accuracy, even though 
we are not permitted to make pub- 
lic the name of the company. It 
might be called, though, “The 
House That Was Built with Adver- 
tising.” 

Because the time to build a re- 


serve is in a period of plenty, when 
profits are liberal, it’s difficult for any 
company to employ this plan under 
conditions such as those that exist 
today. Nevertheless, if the facts 
could be properly impressed on busi- 
ness men now, they might decide 
that they would be justified in put- 
ting a program for the establishment 
of advertising reserves into effect as 
soon as business conditions permit. 

Another angle on this situation is 
the fact that while many companies 
have reserves, and some of them 
have even drawn on these funds to 
pay dividends, comparatively few 
have employed them for the purpose 
of maintaining or increasing their 
advertising programs. Yet the com- 
pany referred to has demonstrated 
that the use of additional advertis- 
ing at this time will increase sales, 
provided products, prices and service 
are right. 

Some of the reserves which are 
still being held, with a view to mak- 
ing up possible deficits in operations, 
or maintaining dividends, might 
profitably be released to provide the 
sinews of war for a real battle for 
sales, through advertising, during 
the next six months. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 434. Results! 


“In a previous booklet we ex- 
pounded the theory which explains 
why Modern Magazines should be 
good advertising mediums. In this 
book it is our pleasure to submit the 
proof that they are,” says the intro- 
duction to this book which presents 
letters giving the results 13 adver- 
tisers have received from their copy 
in Modern Romances and Modern 
Screen. 


No. 435. My—What We Know About 

Your Prospects! 

“We peeked into the private files 
of automobile finance companies to 
find out which New Yorkers are buy- 
ing cars this year,” this brochure 
for New York World-Telegram an- 
nounces. The “peek” developed the 
information that 78 per cent of new 
ears are bought by the “mental oc- 
cupation group,” composed of busi- 
ness and professional men, proprie- 
tors, salesmen and clerical workers, 
to whom World-Telegram appeals. 


No, 436. Reprinted—by Request! 

This booklet is a reprint of the 
series of 12 advertisements by Great 
Atlantic & Pacific Tea Company 
which appeared in American Bank- 
ers Association Journal and which 
created unusual interest not only 
among bankers, but among advertis- 
ing men generally. 


No. 437. Commercial Printing by 
Offset. 
This booklet by Wm. Guy Martin, 
Chicago district sales manager, 


Harris-Seybold-Potter Company, ex- 
plaining the processes and uses of 
offset printing, is one of a series 
issued by the company in which vari- 
ous printing processes and their 
application to advertising have been 
discussed. 


No. 438. Plotting the Shot. 

Comparisons of the “three major 
markets,” metropolitan, middle ur- 
ban and small town-rural, showing 
total retail spending, food sales and 
drug sales compared with population, 
feature this unusually attractive 
booklet published by Pictorial Review. 
Interesting charts also show circula- 
tion of six women’s magazines com- 
pared with total retail spending in 
each of these markets, with food 
sales and drug sales. 


385. What Is This Banker Infiu- 
ence? 


This booklet by American Bankers 
Association Journal discusses the in- 
fluence of bankers on advertising 
and advertising campaigns. This is 
not of the long distance variety, 
either, according to a table analyzing 
the make-up of 29 companies. Of 
353 directors, 79 are bankers and 84 
others have banking interests. 


No. 430. “Why It’s so Obvious.” 


“The old general store displayed 
its wares on any counter or hook 
that would accommodate them. Cus- 
tomers were inconvenienced and 
many sales were lost until someone 
thought of the obvious idea of related 
merchandise in separate  depart- 
ments,” says this brochure by Mc- 
Call’s, announcing a radical new de- 
parture in women’s magazine format, 
by which editorial material and ad- 
vertising is departmentalized. 


418. A Million Women with Mil- 
lions to Spend. 


“We have a million women look- 
ing for bargains—what have you to 
sell?” this booklet published for 
Fawcett women’s group, comprising 
Hollywood, Screen Book, Screen 
Play and True Confessions asks. 
The booklet analyzes rates, quotes 
the experience of advertisers in the 
publications, and presents facts of 
interest to advertisers selling to 
women. 


——. 


A NEW JOB FOR THE SALES FORCE 


—— 
—. 


"I'm borrowing your salesman from Utah, Mr. Bryant." 


—Life. 


Voice of the Advertiser 


Ellis Catches a Slip 


in G. E. Advertisement 

To the Editor: Here is something 

I noticed on the back page. of your 

interesting news sheet, referring to 

the General Electric advertisement 
that has gone comic strip. 


In the first picture, the fellow with 
the light suit says, “Maybe if we 
took on a line of electric refrigera- 
tors, we could make a little money.” 
The fellow in the black suit is talk- 
ing about closing his doors. 


In the second picture it appears 
as if the fellow in the dark suit has 
taken the blame for this suggestion, 
or else the fellow in the light suit 
is patting himself on the back. It 
looks to me as though these conver- 
sations should have been reversed. 


You know, it’s a funny thing. I 
believe the comic strips have spoiled 
us somewhat on the subject of con- 
tinuity. We have been trained to 
look for it and as a result, when we 
see something that lacks continuity, 
it jars us a little bit. 


Wo. P. ELLIs, 
Account Executive, Jay H. Marsh 
Co., Marion, O. 
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Co-operative Campaign 
Rents Hotel Apartments 


To the Editor: Last December, we 
conceived the idea of running a co- 
operative advertising campaign for 
a group of apartment hotels, no one 
of whom had much of an advertis- 
ing budget, and all of whom were 
more than ordinarily affected by the 
wave of economy which is as com- 
mon in Cleveland as elsewhere. 

The campaign was begun early in 
spring, and attached are typical ex- 
amples of advertisements run—all of 
them designed to sell the idea of 
apartment hotel living, which, in 
Cleveland at least, comes under the 
head of “light housekeeping” in the 
mind of the average citizen. Our 
idea was not primarily to sell space, 
but to put apartment hotel living on 
a plane of equality with living in 
an individual home. 

No figures showing the cost of a 
home, loss due to depreciation, main- 
tenance, servants, heat, light and 
other things were used in the cam- 
paign—for the obvious reason that 
no one set of figures would suffice 
for comparison with the widely dif- 


fering rates applying on hotel suites. 

Rental results in the apartment 
hotels sponsoring this advertising 
have been quite gratifying, one ho- 
tel reporting an average rental of 
80 per cent so far this year, com- 
pared with, 46 per cent in 1930, with 


“( Ww Ye not qoing lo open the houe this full” 


a 


only a ten per cent reduction in 
rates. 

We believe co-operative advertis- 
ing would be productive of similar 
good results in other cities—possibly 
not New York and Chicago, but in 
smaller cities. 

FLORENCE GRIFFIN, 
Florence Griffin Advertising 
Agency, Cleveland. 
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Berkowitz Explains 
Discrepancy in Lineage 

To the Editor: The record of ad- 
vertising appearing in the national 
magazines in August and September 
as reported in your Sept. 17 issue 
attracted my attention. 

I was surprised, however, that you 
neglected to indicate that the August 
advertising of the national weeklies 
referred to, involved five issues iD 
1931 and four issues in 1932. This 
makes a somewhat different picture 
in so far as American Weekly is 
concerned. Also, your American 
Weekly figures are incorrect. In Au- 
gust, 1931, we carried 64,252 lines 
and in August, 1932, 51,030 lines. 

MorTIMER BERKOWITZ, 
The American Weekly, 
New York. 


me { 0 ce aut no ace Ee ; 4 ; a : tng eters Orne eet Ph Saal) al Be tse ge eae : ig tee ss Rabie ae i ee ay oes 5 a a fe oa re 
ras ; : 
oe | ee Pe Se 
aime naen 
ty se A 
” ° <= <a T ineaeteititininatensteasenmn.: hell ms . 
rae \ itis A } senna as Sesaianidinennecaii i sib i 
* me ie a — a etnies * $ iis 
: y ¥ / : . . se . - mn 
“Tr = Tel a 
| ‘ <a 1 
aia: iieoliialciatitineieetatesinhaeieaeeemaeniaiiimsieeiinanapienrinmnsnmamnnamnemenitnnimminintes ial - 
j - eee nane-osnasen | 
eS a a ea | — 
Ae a4 | tas | 
A } a ae | moot ap | 
ee aie ee ist (or 
Bary ee eo f t 5 Te 
ae Le Pe + fe } as ws | 
aC, eae > 4 | ' 4 > “eet SF 
Jo ae \ 7 “ | 
es ae mi I Po 4 ‘ 
Ae ta ; ' ¥ é . <i 
Pap IDET mls . bs ; + mem , ~ > ‘ | 
Sig tts S : ae 8; 5. 
ee eS es ia Le mows | 
"eee ete, : Lie Wy S ee 
tile: & : 4 ~ fj 
= ee t ty = ¥ NA , : | 
a Cs . _ 
s — 1 . 1 } AY, . 
en on o@ =e” _— / ba A 
> " if . | 
SS Mae | ol ~S=—S al 
pie, / ey ), > so 
a ‘ Vs 4 _ _ =| 
4 i ee aa Le * 
} ifs : A =e ee yy Mey | 
CSCC ee whe. ks \ ey lw Ae. ce 
Cae oe I, eee: \ = ss = ie f Me | 
aeons ee ne ———— a i | 
* ile >» ha i 2 ie di fay 6 
ee 1° , ees > teal > So 2 seekny . sai i | 
ae sl | —— -- ——= 7 A 
a a — “a ie * i a2 Of 
Fa Seance einen attamaatanniiiariaa, <u ° oe * of ae mao eee \ ys 
'\ ZZ a je ae 
‘3 at ¥ : ace — 
Po stl we “— oi 
4 ® oe \ ' . q , 
igeet a > ie a, 4 Ee . aah . 
Mey —— { a ce ? mS 
sia SS | RD 
a ae ae : = ‘ 
| gece ine |, - 
7 a aa eae bs: & , } 
» ea oS a parites ‘ ie aes a oS, ae Bee ee . on 
=. ~~ =item , : 
Pa eal ge ee SP pn i seal , 
os - %: . : ~ 
. > —_ _— —_ 
Ey __—__ ___,__|_c _____k_k_k_k_k_HHH——__—__—_ 
en ——————————————__——————————————OOOOeeee ss 
. ag , . a Se 
ee i le 
ais fe as 
F 
5 | 
i | 
: 
ag: 
| Z) a! Nine 
s i 6? > Rig Advantages 
on, lem 7 peo: 
Bares i 3 “ : 
rare. | ‘ : = | 
< and wus renal charge 
‘ owere @ oll 
| 
nt ere 
Sn ee 
ee ea ' én ut 
| } ; 4 rf 
Ce a LE PARE setewe 
i Po | ; a Ane TA 
2 | 
a 
4 ee 
y: 
| 
oe 
reo. eRe ke 26) emi es RN Sa TEs ot Ne o's ta ee. eee a Se eee, S| 7 Bs. eed Si RTE Nara CIRO So 
ee iain ea. 1 Ngee | GC ES Po eet Seem. cee a a aoe Sec een et a he Rea ete a 
oe ae eben ceil “s Sil OS a pe 2 ee tied cide, EES Seay ogee se : 2 DO eer ae Queer ane? 3) Ag meas ee, si: a eat eee ee Bets eee ee 
7 i a arse ad eT ie PRET ET Rdg Sone 2 Sy he MR AP 8 SRR mm ni a eae ie oes eee re er a ae aaa | a : re ae : 
tts oo ae ae” Od ar Steer Cy ae mE cy nn ee oe ee ge Lae ee op me Ta A 
ee ap. el Sates ai oi = ey a Ree ety eee pees Meee Pi ae Se Sy, yee a 2 “AE eee Py pg i ae me es ices 7 | 
aes MOF eS Ae aa oe Sem on Sh ea a eee he Cua Pap eee ee Pin iat WIA 4 ai: PRES. Pia Be aes tee: ee ee Ee, ar aes aco JF, aos ~ ef ~ je ee 
ix Pei Dad he tee = a pies aah ieee | ae ch heres) RR gee NS err aoe hy Ener pee anne os Bie ola na ee st” bree cep aeie va See ee : Wet oe. die og! gv rg 
ae Pe ee ey ee ages A Bi Oy ig eae ia: iar ieee ae PER avis gp sR a Re ie aaah ee ue awe. ote AD Ng ale eg no 6 We Fad SOR ok eee Ia TE haa Jk ene aN aN ee ee = Ai oat ge alee yt 
eae PRMD Pea ere re St ee Sl TE Se eee S Ae eR ORM Tee ot eam to oe SOR aay aE ee rene aoa ih at) APM ORS (ae 7 Roe ean ee Pas fe. ge Sy ag a RT ak Se ei oe 


September 24, 1932 ADVERTISING AGE 


Cite 


—— 


——_ 


Free Ideas 
for Editors and Copywriters 


Will JAPAN Tiy To 
CONQUER “ie DANGER. AHEAD! ; = : 


- United States? 


Be DAMNE D/ 


a Him WTO, aM 


a 
“4 eg, 


y 4 
| iar Repubiic. ‘an 


A [es Bob and oe 


fi foxes aden: 
> 


. +n peas BAS 


‘MARRY 4 GIRL. BE RTWEENDA ; 


ee 


The —. 
Lost RACK sel 


; of of Grenada 


HRANeLIN yo Reese ELT 


Herz are the best read Liberty 
features of the past 18 weeks 
(All that had higher than 
average ratings) — since the 
--- beginning of the Percival 
7 3 —: -—-.. White, Inc. counts of what 
men and women really read. JOTHERANL AW 


suuparo,# — ~ 


fer 
The Nad ee thes 
ay by Oo me Be FO TS =e 


(M) indicates especial popularity 
with men. 

(W) indicates especial popularity 

with women. 


ey The Honolulu 
Fowreat M fartyrdom 
ge 


HITI 
Shows i . ul 


Whey | Lake ( bare of of nS ARAL ANY" 


the Plackjack f 
EXTORTION 


The REAL SINS, ra eat 


mea HoL LY Woop 
ft 


Advertiser: Lucky Strike 
Agency: Lord & Thomas 
Space: Back Cover 
Attention Value: 172% better 
than average page 


Advertiser: Chesterfield 

Agency: Newell-EmmettCo. 

Space: Back Cover 

Attention Value: 111% better 
than average page 


Advertiser: Chesterfield 
Agency: Newell-EmmettCo. 
Space: Back Cover 
Attention Value: 94% better 
than average page 


Advertiser: Sheaffer's 

Agency: | McJunkin Adv. Co. 
Space: 4-Color Page 
Attention Value: 89% better 


+ Poco aa o PE ae Reena Ben See _& than average page 
Reader Interest in Average Editorial Feature 
in Each of 3 Leading Weeklies Average Page Advertisement 
in n Liberty 


Week by Week for 18 Weeks Since the Be epinning of the White Tests 
(Men and Women Combined) 
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Housewives Get 
Bag of Tokens 
From Walgreen 


Milwaukee, Wis., Sept. 22.—A new 
type of house-to-house promotion 
campaign is being tried out here by 
Walgreen Company, drug chain, with 
the distribution of Golden Pros- 
perity Tokens worth ten cents on 
the purchase of a list of specified 
items, including many nationally ad- 
vertised brands. 

Through Big 4 Advertising Car- 
riers, Chicago, 70,000 four-page three- 
color circulars are being delivered 
to selected homes in Milwaukee. 
With the circulars the uniformed 
earriers deliver to the housewife a 
bag of 15 tokens, each stamped with 
the name of the item on the pur- 
chase of which it may be applied. 

The distribution of tokens is mer- 
chandised through full pages in 
Milwaukee Journal, announcing the 
plan and listing the locations of 
Walgreen stores. Special window 
banners in the stores are also used. 

The campaign will be extended to 
other cities in which the chain 
operates if the try-out is successful. 
Plans to use radio as an additional 
aid are also being considered. 

Walter May, Walgreen merchan- 
dising manager, is in charge. 


Issue Direct Mail Pieces 


New York group of Advertising 
Typographers of America is issuing 
a series of mailing pieces which dis- 
play the use of type through drama- 
tization of current events rather 
than by giving the history of type 
faces and their designers. Each 
- folder in the series is hand set in 
a different type face. 


Hotel Men Unite to 
Give Financial Aid 


Hotel Reconstruction Finance Cor- 
poration has been formed in New 
York by a group of hotel men, bank- 
ers, and industrialists, with the ob- 
ject of giving financial aid to hotels 
in distress. 

The purposes of the organization, 
according to Robert E. Graham, a 
director, are “to afford the indus- 
try competent and scientific man- 
agement and financial assistance 
with the expectation of definitely 
stabilizing the industry and restor- 
ing it to normal conditions.” 


U. S. Court Upholds 


Frigidaire Patents 


Validity of two patents owned by 
Frigidaire Corporation for an auto- 
matic temperature control was up- 
held in U. S. District Court of Des 
Moines, Ia., this week, in a suit 
against Jesse Moore, Des Moines 
agent for Grisby-Grunow Company. 

The court held that the Grisby- 
Grunow devices are the same, or the 
mechanical equivalent of the Fridig- 
aire device. 


Hess Directs Advertising 


Al Hess has been named advertis- 
ing manager for the newly organ- 
ized Madison, Wis., Master Shoe Re- 
builders’ Assn. 


‘TINSEL ERA 
IS OVER, SHOE 
COPY ASSERTS 


New York, Sept. 22.—I. Miller & 
Sons, Inc., chain store operators and 
manufacturers of shoes, have tripled 
their fall appropriation in the belief 
that now is the time to build loyal 
custom rather than to concentrate 
on sale-by-sale business. 

Another reason for increasing the 
advertising arises from the necessity 
of announcing a price reduction and 
a new lower-priced line. The problem 
involved in making the price an- 
nouncements at a time when the 
effectiveness of bargain advertising 
is at ebb has been adroitly handled 
by the agency, Fertig, Slavitt & 
Gaffney, Inc., with copy that first di- 
rects the reader’s thoughts toward 
quality standards, the emphasis lost 
on price by subordinating it to the 
quality theme being more than com- 
pensated for by making it the copy 
climax. 

To personify the advertiser, to 
offset the seriousness of other adver- 
tisements in the series and to utilize 
another approach to the public’s at- 
tention, every third advertisement is 
humorous. That customers, rather 
than single sales, is the campaign’s 
primary objective is also revealed by 
the fact that the company’s products 
will not be illustrated or described 
during the first month of the three 
months’ campaign. 


Frequent Insertions Used 


During the campaign about 50 
newspapers in the 24 cities in which 
the company operates its own stores 
will receive three insertions a week 
ranging from 600 to 1200 lines. 
Smaller adaptations will appear in 
100 other cities and towns where 
there are I. Miller dealers. 

The local list comprises the Daily 
News, World-Telegram, Sun and 
American. Copy will be condensed 
for the Daily News and tabloids in 
other cities. 

The serious advertisements preface 
the advertiser’s message with re- 
joicing over the passing of the 
“Tinsel Era.” The opening adver- 
tisement is addressed, “To Women 
Who Are Tired of Tinsel.” It goes 
on to say: 

“Some historian of the future, 
looking back at the three years fol- 
lowing the Depression of ’29, might 
aptly call that period the Tinsel Era. 
People whose incomes were reduced, 
whose fortunes were wiped out, were 
faced with the necessity of keeping 
up appearances. 

“The inevitable happened. An 
ocean of cheap merchandise flooded 
the country to the dismay of mer- 
chants and manufacturers who had 
built up an enviable.reputation for 
quality. Bombast and ballyhoo— 
claim and counterclaims—for three 


years the din went on, the cheap 


Maa mameZamh 


The owner of this home is a collector 
of Scribner Limited Editions. Both 
he and his wife are staunch admirers 
of William Lyon Phelps and his book 
reviews in Scribner’s Magazine. 


“WHAT IF | DID BUY A DOZEN PAIRS!" 


"Blame us," advertising of |. Miller advises ladies whose husbands com- 
plain about the purchase of a dozen pairs of the company's shoes. Car- 
toons by Herbert Roese dissipate feminine consumers’ fears of arguments 
about extravagance in the new campaign by Fertig, Slavitt & Gaffney, Inc. 


brasses blared—the public kept shell- 
ing out its good money for tinsel. 

“But now it looks as if we are 
finally emerging from the Tinsel 
Era. People are discovering the old 
truth that all is not gold that glit- 
ters—that true economy must look 
beyond the initial cost of a product. 
We, who for 30 years have been 
manufacturing and selling quality 
shoes for women, welcome this re- 
turn to sanity. And to women who 
are tired of tinsel in shoes, we have 
a special message today.” 


“Drat the 


Utilizing Herbert Roese cartoons, 
the humorous advertisements will 
heap disrespect on the _ recently 
venerated virtue of economy and 
question the sagacity of the busi- 
ness prophets. 

“Drat the Economists! ... We've 
decided to put our shoemakers to 
work,” begins one advertisement il- 
lustrated with a cartoon showing an 
elegant gentleman in frock coat and 
gardenia proudly leading eager 
workmen into the factory. 

“Frankly, we’re out of patience 
with the economic experts,” the ad- 
vertisement continues. “Lugubrious 
Nervous Nellies, they’ve nearly 
seared the public out of its wits. 

“We have our own economic 
theory. We believe that what this 
country really needs is new shoes— 
beautiful shoes—I. Miller shoes. So 
we're going to leave the forgotten 
man to the politicians and do some- 
thing for the forgotten woman—the 
woman who doesn’t like cheap shoes.” 


Economists” 


Two Name Ayer 


Standard Accident Insurance Co., 
Detroit, has placed its advertising 
with N. W. Ayer & Son, Philadelphia. 
Latin American, Far East and South 
African advertising of Parker Pen 
Co., Janesville, Wis., has also been 
placed with this agency. 


Stevens Leaves Gilbert 


Norman L. Stevens, for six years 
vice-president in charge of sales and 
advertising, William L. Gilbert Clock 
Co., Winsted, Conn., has resigned. 
Harold D. Sisson succeeds him. 


Mrs. Worthen Honored 


Mrs. Daisy D. Worthen, vice-presi- 
dent, Rex Letter Service Company, 
was elected president of Mail Adver- 
tising Service Association of St. 
Louis at the annual meeting. 


Curtis Changes Agencies 


Asahel Curtis, Jr., formerly with 
J. F. Held Advertising Agency, 
Seattle, has joined Western Adver- 
tising Agency, Seattle, as account 
executive. 


$200,000 for Bicycles 
An appropriation of $200,000 to 
popularize bicycles was voted at the 
recent meeting of Cycle Trades of 
America at Atlantic City. 


Outlines Growth 
Of California 


Fruit Campaigns 


Chicago, Sept. 22.—How the co- 
operative marketing of fruits and 
vegetables by California growers 
grew from a meager $6,000 ap 
propriation by the Orange Growers 
Association in 1907 to the point 
where this year’s appropriation for 
this one group alone is $1,628,000 
was outlined to members of Wo- 
men’s Advertising Club of Chicago 
at its first fall meeting Tuesday by 
L. B. Williams, director, California 
Dried Fruit Research Institute, San 
Francisco. 

The appropriation of this group is 
still based upon the original assess- 
ment of 5 cents a box for oranges 
and ten cents a box for lemons, Mr. 
Williams pointed out. 

A somewhat different picture was 
presented for the state’s raisin grow- 
ers, who followed the lead of the 
citrus fruit industry and prospered 
greatly, until, overcome with visions 
of an inexhaustible market, they 
bought more and more land and 
raised more and more raisins, with 
the result that raisin prices de 
scended to the point where they now 
bring $50 a ton to the producer, 
whose cost is estimated at about 
$90 a ton. 

Following weeks of intensive ac- 
tivity, California prune producers 
seem to be at the point where co- 
operative advertising and marketing 
will soon be possible, Mr. Williams 
said, with the recent formation of 
an organization embracing 11,000 
growers and controlling 170,000 tons 
of prunes. The prune growers of 
California control 72 per cent of the 
entire world’s supply. 

Several advertising agencies have 
contributed funds toward the suc- 
cess of the new venture, Mr. Wil- 
liams asserted, and no less than six 
agencies are eagerly awaiting defi- 
nite word as to the placing of the 
account, which is expected within a 
few days. 


Studies Consumption 


of Meat in Pittsburgh 


“Neighborhood Distribution and 
Consumption of Meat in Pittsburgh,” 
by John M. Cover, professor of sta- 
tistics, University of Chicago, has 
just been published by University of 
Chicago Press. 

The book is a study of the mer- 
chandising of meat and other food 
ee, in relation to neighborhood 
life. 


Brown Joins Bersten 


Clark Brown, formerly director of 
commercial art with Foster & Kleiser 
Co., has joined H. C. Bersten Co., 
Los Angeles, as art director. 


ANNOUNCES SALE 
NEAR ITS END 


New York, Sept. 22.—Withholding 
announcement of a special 11-day 
offer until two days before it expires 
is the stratagem used by Canada Dry 
Ginger Ale, Inc., to rouse consumers 
to immediate action. 

The sale began in New England 
and will be expanded to the Rocky 
Mountains and the Mason and Dixon 
Line as rapidly as markets can be 
supplied with the sale goods. Three 
25-cent bottles packed in a special 
carton are being offered for 49 cents, 

The promotion is an experiment 
to determine the feasibility of the 
sale method of securing a trial from 
non-users, encouraging quantity pur- 
chases and handling volume sales at 
a decreased percentage of profit. 

Newspaper advertising of the sale 
is limited to two insertions of one 
piece of two-column by 160-line copy 
in preferred positions. Giving 
prominence to the opening and clos- 
ing dates of the sale, the advertise- 
ments, appearing so near the termi- 
nation of the special ‘offer, forcibly 
impress the reader with the fact 
that he has almost let an oppor- 
tunity slip by. To catch the week- 
end trade, the advertisements are 
ordered for Thursday and Friday. 

Despite the potential benefits, the 
company states such sales cannot be- 
come an established order of busi- 
ness until there is some safeguard 
against the tendency of dealers to 
buy as much of the sale goods as 
they can, remove the bottles from the 
eartons bearing the sale price, and 


put them in stock for sale at regular 


prices. 

In territory where the company 
has direct distribution, each dealer’s 
quota of sale goods is individually 
determined on the basis of past sales 
performances, and jobbers in the re- 
maining territories are asked to di- 
vide their allotment among their 
outlets on the same basis. 


Boston Advertising 


Club Issues Report 


Advertising Club of Boston is dis- 
tributing the printed report of Car- 
roll J. Swan, its president, outlining 
the activities of the club during the 
past year. 

Membership increased over 50 per 
cent during the year, the report says, 
the club now having over 600 mem- 
bers, the highest number in its his- 
tory. 


Representatives Named 


by Four Newspapers 


El Paso (Tex.) El Continental and 
El Paso World-News have appointed 
Beckwith Special Agency as their 
national representative. 

Cone, Rothenburg & Noee have 
been named by Hast St. Louis (Ill.) 
Journal, and Devine-Tenney Cor- 
poration has been appointed by 
Lancaster (O.) Gazette. 


Dallas Club to Give 
Awards for Best Copy 


Dallas Advertising League will 
give awards for best advertisements 
of the month for various types of 
local advertising. 

Louis Yeidel heads the committee 
of judges. 


Holland Heads Campaign 


Frank P. Holland, publisher of 
Farm and Ranch and 4Holland’s 
Magazine, is developing a “meat for 
health” campaign to feature beef 
cattle week at Texas State Fair, Oct. 
8-13. Mr. Holland is president of 
Texas Breeder-Feeder Association. 


Aumueller Runs Course 


Ferdinand Aumueller, manager of 
the direct mail service department, 
Cramer-Krasselt Co., Milwaukee, will 
conduct a course in marketing and 
advertising for the extension divi- 
sion of University of Wisconsin. 


Milton Jacobs Dead 


Milton D. Jacobs, vice-president 
and for eight years a member of the 
San Francisco staff of Emil Bri- 
sacher and Staff, died last week fol- 
lowing an operation. He was 48 
years old. 
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21,114 


HE COUNTRY GEN- 

TLEMAN market is a 
market of thoroughly en- 
joyed and well-used homes. 
21,114,000 meals are served in 
these homes every day—and Country 
Gentleman families eat 99% of their meals 
at home. Of the 1,700,000 Country 
Gentleman families, 70% own homes, 
compared with a 467% average for the en- 
tire country. 

These families are outstanding in com- 
munities in which 40% of ALL retail sales 
originate. They are preferred customers of 
grocery and other stores in many of the 
centers where your salesmen are today 


THE COUNTRY (GENTLEMAN 


FAMILY COUNSELOR TO MORE THAN 5,900,000 PEOPLE 
.. » Key to 40% of National Sales Potential 


THE CURTIS PUBLISHING COMPANY. Philadelphia, Boston, Chicago, Cleveland, Detroit, New York, San Francisco 


ee 
2 


competing for vitally 

important business. 
The gate to this market 
stands wide open. Vertical 
heaping of advertising in publi- 
cations circulating principally in congested 
areas will not reach it. Vertical heaping 
results in wasteful duplication and pro- 
vides no opportunity for effective coverage 
of the great market in which The Country 
Gentleman is so influential. 

It is more than a magazine. It is a vital 
influence in the lives of millions, perform- 
ing its special function in so distinguished 
a way that it stands out in their minds 
alone and apart from all other publications. 


The Country Gentleman is the key to the 
vast market where 40% of retail sales origi- 


nate. Sales quotas this year need this 40% 


AKE YOUR ADVERTISING ease wm 
SALES OpporTUNITY 


409. NATIONAL RETAIL PURCHASES 


MAGAZINE A 


MAGAZINE FE 


The COUNTRY GENTLEMAN 26.1% 


that most families can use or enjoy, 
The Country Gentleman should be one 
of the first three magazines in your 
advertising plan. ¢)) ee 
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Broadcasting 
Maintains Lead 
Over Last Year 


New York, Sept. 22.—Radio adver- 
tising in August totaled $2,279,421, 
compared with $2,414,296 for July 
and $2,527,256 in August, 1931, Na- 
tional Advertising Records reports. 

In spite of losses over last year 
in July and August, total volume 
for eight months of 1932 still ex- 
ceeds the same period last year, the 
comparative figures being $27,502,344 
and $22,694,788. 

National Broadcasting Company’s 
share of August broadcasting was 
$1,745,338; Columbia’s was $534,083. 

Leading classifications in the Au- 
gust total were foods and food bev- 
erages, $683,602; drugs and toilet 
goods, $519,654; cigars, cigarettes 
and tobacco, $384,650; lubricants and 
petroleum products and fuel, $197,- 
725; automotive, $127,163. 


Printzess Coats to Grey 


Grey Advertising Service, New 
York, has been appointed by Printz- 
Biederman Co., Cleveland, Printzess 
Coats. Magazines, trade papers and 
direct mail will be used. 


Hayes Develops New 
Bodies for Continental 


Hayes Body Corporation, Detroit, 
is developing a line of automobile 
bodies with radical new lines for a 
ear which Continental Motors Cor- 
poration is expected to introduce in 
the near future. 

Whether the new car will be sold 
under the name of DeVaux, Conti- 
nental’s present subsidiary, or will 
be given a new name has not yet 
been determined. 


Oldham Represents 


Chicago Printers 


Oldham Advertising Service, New 
York, has been appointed represen- 
tatives of Geo. F. McKiernan & Co., 
Chicago color printers, in the metro- 
politan territory, and will discon- 
tinue its connection with the Mar- 
shall-White Press. 

Edward A. Oldham will be charge 
of printing sales. 


Oberfelder’s New Field 


Robert E. Oberfelder, formerly 
president of Oberfelder-Franken, 
Inc., New York agency, has joined 
Ivel Displays, Inc., New York, as 
sales representative. 


Des Moines Club Frolics 


Des Moines, Ia., Advertising Club 
will hold a golf party at Hyperion 
Club Sept. 26. 


TWO ROCHESTER 
AGENCIES MERGE 


Rochester, N. Y., Sept. 22.—Stew- 
art, Hanford & Frohman, Inc., has 
been formed here by the merger of 
H. C. Goodwin, Inc., and Lyddon, 
Hanford & Frohman, Inc. Albert T. 
Stewart, president of Goodwin, will 
head the merged organizations. 

Other executives include Saxe H. 
Hanford, treasurer, and Lester A. 
Casler, vice-president. 

Clinton R. Lyddon, former presi- 
dent of Lyddon, Hanford & Frohman, 
has become associated with Hutchins 
Advertising Company, Rochester, as 
special account executive. 

Accounts of Wm. S. Rice, Inc., 
Adams, N. Y., surgical corsets and 
rupture appliances, and Cutler Mail 
Chute Co., Rochester, are now being 
placed by Hutchins. 


Frozen Foods Increase 


A survey just completed by Frozen 
Foods Association of America indi- 
cates that there are between 60 and 
70 distinct food products which are 
now being frozen and sold commer- 
cially. 


ADDS GLAMOUR TO HEADWEAR DELIVERIES 


This coach and pair will make deliveries “at exclusive Ke ortcny for the 


new Dobbs hat shop at 711 Fifth Ave., New York. 


It is being featured in 


current copy in local dailies. 


Underwood Entertains 


Tom Underwood, president of Un- 
derwood & Underwood, New York, 
entertained branch office executives 
at his estate at Laurelton, N. J., Sept. 
22-25. It was the annual meeting of 
the Fish & Swim Club, so called be- 
cause it does little fishing or swim- 
ming. 


Walker Is Free Lance 


George W. Walker, former designer 
for General Motors Corporation, has 
resigned as art director of the De- 
vereaux Company, Detroit, to become 
an independent industrial designer. 


AY 


**Where to 


Buy It” Service answers 


such letters before they are written 


Recently a well-known manufacturer checked his 
consumer correspondence file. He found that 49% 


of all consumer letters asked this question: 


“Who 


is your local dealer?” 

Unless you are a “Where to Buy It” user, your 
own correspondence file probably tells the same story. 

Direct prospects to your authorized local dealers 
... surely... simply. . . economically. . . through 
the “Where to Buy It” pages of the classified tele- 
phone books! List local dealers—names, addresses 
and telephone numbers—under your own trade 
name in classified telephone books wherever you 
have distribution. 

Thus you make results from your advertising more 


certain... 


minimize substitution at the point of sale. 


Buick, Mimeograph, Toledo Scales, Accurate 
Metal Weatherstrip are a few of the nationally-known 
users of “Where to Buy It” service. 


Ask your advertising or sales counsel for full infor- 


af the eters fiom prospect ake 
YOUR LOCAL DEALE 


mation. Or write or telephone: Trade Mark Service 
Manager, American Telephone & Telegraph Com- 


pany, 195 Broadway, New York (EXchange 
3-9800) — or 208 W. Washington Street, 


Chicago (OFFicial 9300). 


Typical “WHERE TO BUY ir listing 
.... it makes dealers easier to find 


Art Directors 
Will Organize 
Next Wednesday 


Chicago, Sept. 22.—The Art Diree- 
tors’ Club of Chicago will be formed 
at a dinner-meeting at the Art In- 
stitute next Wednesday evening at 
6 o'clock. The meeting will be 
closed and only those who have re- 
ceived invitations will be expected. 
About 40 art directors of Chicago 
agencies or those closely identified 
with the creation or purchase of art 
have received notices and charter 
membership will approximate this 
number. Later, others will be ad- 
mitted. It is believed, however, that 
50 members will be the maximum. 
The decease of such an organiza- 
tion several years ago was attributed 
to too ambitious membership de- 
signs, resulting in a preponderance 
of sellers in the ranks. While, as 
one art director put it, the new club 
has no desire to be “high hat,” it 
will scan qualifications of applicants 
carefully. 


Advertising Awards Given 


to Coast Gas Companies 


Seattle Gas Company won the Pa- 
cific Coast Gas Association award for 
the best merchandise advertising in 
newspapers, at the recent meeting 
of the group in Del Monte, Cal. 
Other awards included: 

Best dealer relations advertising 
in newspapers, Southern Counties 
Gas Co.; best institutional advertis- 
ing in newspapers, San Diego Con- 
solidated Gas & Electric Co.; best 
house organs, Southern California 
Gas Co.; best outdoor advertising, 
Southern Counties Gas Co.; best di- 
rect mail, Pacific Gas & Electric Co.; 
advertising sweepstakes for the best 
all-around advertising, Southern 
Counties Gas Co. 


“Hospital Management” 
Editor Is Honored 


The American Hospital Associa- 
tion board of trustees, at the an- 
nual convention in Detroit last week, 
awarded an illuminated certificate 
to Matthew O. Foley editorial direc- 
tor, Hospital Management, Chicago, 
for originating National Hospital 
Day. 

This day, observed on May 12, is 
annually commemorated by  thou- 
sands of hospitals throughout the 
United States and Canada, and also 
in Australia, the Philippines, China 
and Alaska. This is the first time 
any individual has been honored in 
this manner. 


Sewall Is Advanced 
by B. F. Goodrich 


William Sewall, formerly advertis- 
ing manager for Hood and Miller 
tire division of B. F. Goodrich Com- 
pany, has been named sales promo 
tion manager for the combined affili- 
ated tire sales divisions. 

He is succeeded by M. G. Hunting: 
ton, who will direct advertising for 
Miller, Hood, Brunswick and Dia- 
mond tire divisions, with K. E. Hop- 
kins as assistant. 


Forecast $1,700,000,000 
Construction in Year 


A total of $1,753,806,000 will be 
spent in building construction during 
the twelve months beginning Sep- 
tember, 1932, American Architect es- 
timates after a careful survey of 
projects in the hands of architects 
and contemplated projects. 

The survey indicates that the next 
twelve months will inaugurate 4 


gradual recovery in building volume. 
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CLOTHING TRADE 
PLANS FIGHT ON 
ORGY OF PRICE 


New York, Sept. 22.—Agitation 
porn of dissatisfaction on the part 
of men’s clothing retailers with the 
advertising of other retailers and 
manufacturers and irritation on the 
part of manufacturers with retailers’ 
copy and that of other manufac- 
turers led to the formation here of 
a national men’s wear association, 
the membership of which will em- 
brace all divisions of the trade. 

While pernicious advertising is 
only one of several evils the new 
association will seek to curb, it is 
said to be the biggest obstacle in the 
industry’s path. Trade interest in 
the subject has been fanned to white 
heat during the summer by pot-and- 
kettle conversations between repre- 
sentative retailers and manufac- 
turers reported in the trade press. 

Manufacturers have bitterly de- 
nounced such retail advertising as 
that offering unnamed “$65.00 na- 
tionally advertised suits for $14.49.” 
Retailers have justified their price 
appeals and careless implications on 
the grounds that competition makes 
them necessary, and have countered 
with the charge that manufacturers 
have undermined the value of their 
own brands by discontinuing adver- 
tising and lowering quality in order 
to compete at low price levels. 


Plan Co-operative Copy 


In addition to crusading against 
dishonest advertising, the associa- 
tion proposes to promote quality and 
style through cooperative advertis- 
inging which will include publica- 
tion copy, radio broadcasts and style 
shows. Selection of a “czar or real 
leader” capable of mobilizing all ele- 
ments of the industry in support of 
the plan has been left to the organi- 
zation committee, comprising: 

Sylvan Kronheim, president, New 
York State Association of Retail 
Clothiers and Furnishers, chairman; 
Joseph Gage, Hickey-Freeman Co.; 
William Goldman, Cohen, Goldman & 
Co.; Oscar Carlton, F. R. Tripler & 
Co.; Abraham Leeds, Manhattan 
Shirt Co., and James Pommer, B. 
Altman & Co. 

Addressing the first organization 
meeting, Mr. Kronheim said manu- 
facturers have been at fault for put- 
ting over-emphasis on price, failing 
to ascertain and analyze consumer 
demand, neglecting to co-operate 
among themselves in promotion of 
fashion, and sacrificing stability by 
lack of advertising. The present, he 
declared, is the “Golden Age of Ad- 
vertising,”’ when public attention is 
on the bargain counter and markets 
can be purchased for a trifle of their 
yield. 

Summarizing retailers’ deficiencies, 
Mr. Kronheim condemned the ten- 
dency to hold up volume without re- 
gard to profit, the use of price ap- 
Deals, the neglect of style and serv- 
ice merchandising, and the failure 
to initiate legislation to eliminate 
dishonest merchants. 

Meyer Lang, Fashion Park Asso- 
ciates, Inc., blamed the difficulties on 
isolated practices in all trade divi- 
sions, exonerating the industry as a 
whole. 

Milton Handler, professor of law 
at Columbia University, suggested a 
sroup of disinterested men be formed 
to police the industry and report 
their findings to the Federal Trade 
Commission. 


Promote Local “Day” 


Special railroad and bus rates, re- 
duced week-end hotel rates, free 
Tooms for the day, and other attrac- 
tions will feature the second annual 
New Orleans Day, Oct. 7. Full page 
newspaper copy will herald the event, 
a8 well as radio announcements, car 
cards, etc. 


Starts Nev Monthly 


MacNair-Dorlane Company, New 
York, publisher o. Soap, has begun 
Publication of S« itation Mainte- 
nance, a monthly. 


Detroit Printers 
Elect Officers 


George D. La Tour, Jr., has been 
elected president of Typothetae- 
Franklin Association, Detroit. Other 
officers are: 

William G. Heitman, Heitman- 
Garand Co., first vice-president; Lew 
M. Houghton, Williams & Houghton, 
second vice-president; Harry F. 
Brookes, Ralston, Brooks and Clark, 
treasurer; George K. Hebb, Evans- 
Winter-Hebb, and George R. Keller, 
Oxford Printing Co., directors. 


Hees Heads Columbia 


W. R. Hees, president of Columbia 
Mills, New York, window shades and 
related products, has been elected 
chairman of the board, succeeding 
James B. Keogh, who died last 
month. 

F. B. Reynolds, former treasurer, 
succeeds Mr. Hees as president, and 
H. E. Cook was elected secretary- 
treasurer. W. F. Parker, chairman 
of the board, Charles Parker Co., 
Meriden, Conn., continues as_ vice- 
president. 


Ralph Graves Dead 


Ralph A. Graves, associate editor 
of National Geographic Magazine 
and at one time general manager 
of New Britain Herald, died Sept. 
18 at his home in Washington. He 
was 50 years old. 


Livor Leaves Bunsen 


John E. Livor has resigned as 
sales manager of Bunsen Oil Burner 
Company, Hartford, Conn., to become 
vice-president of Finney-Gibbs Com- 
pany, Boston. 


Thomas H. Beck 
Will Headline 


Insurance Meet 


Columbus, O., Sept. 24.—So keen is 
the interest of general executives of 
mutual insurance companies in ad- 
vertising that they will be given a 
look behind the scenes at the meet- 
ing of the Mutual Advertising Con- 
ference here Sept. 27-29. 

Two joint meetings will be held, 
to be attended not only by members 
of the conference, but by the Na- 
tional Assn. of Mutual Insurance 
Companies and the Federation of Mu- 
tual Fire Insurance Companies. 

At the first, Tuesday night, the 
speakers will be Thomas H. Beck, 
vice-president, Crowell Publishing 
Co., and president of Collier’s, and 
John B. Kennedy, associate editor of 
Collier’s. Homer J. Buckley, chair- 
man of the board, Buckley, Dement 
& Co., Chicago, will speak Wednes- 
day on “How Co-Operative Effort 
Builds Success.” 

M. P. Luthy, Lumbermen’s Mu- 
tual Casualty Co., Chicago, is in 
charge of the advertising exhibit to 
feature the conference. 


Wadman Promoted 
Rex. W. Wadman, formerly busi- 
ness manager of Diesel Power and 
Motorship, New York, has_ been 
named general manager of the pub- 
lications. 


Launch Shopping News 
for Food Stores 


A specialized “shopping news” for 
grocers and food manufacturers has 
been launched in Los Angeles by 
Food Distributors, Ltd. 

The publication, which is distrib- 
uted free, not only contains food ad- 
vertising, but also has editorial ma- 
terial of a popular nature. 


Deceptive Labels Banned 


Three respondents to complaints 
made to the Federal Trade Commis- 
sion have agreed to discontinue la- 
beling umbrella frames, “Made in 
German Style F. U. F. Co.” The 
goods were not produced in Ger- 
ae and the label was held decep- 

ve. 


Chicago Printers 
Accept Wage Cut 


Chicago Typographical Union, No. 
16, has accepted a new wage scale, 
under which the hourly rate will be 
reduced from $1.29%4 to $1.22%. 

The new rate takes effect imme- 
diately, and will continue in force 
until March 18, 1933. 


Durston to “Home Ware” 


Gilbert H. Durston, at one time 
advertising director for Mohawk Car- 
pet Mills, has joined Home Ware, 
section of Retail Ledger, Philadek 
phia, as marketing counsellor. 


Open Chicago Office 


Neisser-Meyerhoff, Inc., Milwaukee 
advertising agency, has opened an 
office in the Wrigley Bldg., Chicago. 


“Liberty” Cover Stock 
Weight Increased 


Effective with the issue of No- 
vember 24th, Liberty will use a 70- 
pound cover stock, replacing the 58- 
pound stock previously used. 

According to Liberty executives, 
this is another in a series of im- 
provements made in stock, ink, and 
printing since the purchase of Lib- 
erty by the Macfadden interests from 
the Chicago Tribune, April 1, 1931. 


Studebaker, White 
Motor to Merge 


Plans for the merger of Stude 
baker Corporation and White Motor 
Company have been completed, it is 
reported. 

Identity of the White organization 
as an operating unit will be main- 
tained. 


Radio Chains Merge 


Davega Stores Corporation, New 
York, sporting goods and radio 
chain, has merged with its subsidi- 
ary, City Radio Stores, New York, 
as Davega-City Radio System. With 
38 units, the company is said to be 
the largest retail radio chain. 


Rockford Agency Moves 

Midwest Advertising Agency, Rock- 
ford, Ill., has moved into larger 
quarters in the Manufacturers Na- 
tional Bank Bldg. 


Dailies Consolidate 


Tulare (Cal.) Times has purchased 
Advance-Register and consolidated 
the two papers, publishing morning 
and evening editions. 


fixed in the 


It takes centered effort to get an idea 
public mind 


A dub was exploring for oil. He dug a hole ten feet 
deep—then another, and still another. No success. 
Finally he acquired a drill and put shallow borings 
all over the lot. He got no oil. 


But—had he centered his effort in one place, had 
he used the energy expended to sink one hole deep 
enough, he would have found a rich flow, as his 
successor did. 


Too many advertisers are drilling shallow holes all 
over the lot. And the wonder is that they get any 
results at all. 


That’s what’s the matter with advertising today. 
That’s why it is costing too much. 
We know. 


An advertisement that is not remembered—not 
re-visualized—is scarcely worth the paper it is 
printed on. 


If you had only once seen that most famous picture 
in all the world, the Mona Lisa by Leonardo da 
Vinci, you would now have difficulty in recalling 
it to mind. But its constant reproduction in all 
sorts of places, and persistently throughout the 
years, has made it a familiar and suggestive object 
everywhere. 


In a reckless excitement for novelty, strenuous 
advertisers have been overlooking the vital im- 
portance of repetition. 


You can’t build an image in the public eye in a 
flash. There must be repetition, again and again— 
and then repeated again and again. 


How many advertisements of last month can you 
remember? 


The purpose of advertising is to get the significance 
of a product fixed in the public mind, that it may 
be easily and widely sold. 


And that important job can’t be well done with a 
mess of unrelated and characterless advertise- 
ments. 


A stout continuity means substantial saving, with 
ever increasing results. 


The effort must be centered, if the digging is to be 
deep. 


Just one instance: 


The advertising of the Mimeograph has appeared 
in one consistent form for nearly twenty years. 
With a comparatively small expenditure, a great 
job has been done. In its effectiveness and sane 
economy, we know of nothing to match it. 


Some really important data on the subject of con- 
tinuity has been prepared by us, which we shall 
be glad to show to interested advertisers. 


Now is the time, if ever, when advertising methods 
must be brought down to hard-pan. 


THE GLEN BUCK COMPAN 


Daily News Building 


Randolph 3540 


Chicago 
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Stevens Hotel 


Copy Features 
Coupon Offer 


Chicago, Sept. 22.—Coupons en- 
titling the holder to a one-third re- 
duction in room rent when presented 
within a 60-day period are being 
featured in current advertising of 
Stevens Hotel Company, operators of 
Hotel Stevens, the world’s largest 
hotel, and Hotel La Salle in Chi- 
cago’s loop. 

The revolutionary idea in hotel 
advertising was first presented in 
the Sept. 12 issue of Time, on behalf 
of Hotel La Salle. Similar copy ap- 


pears in the Sept. 17 issue of Prairie 
Farmer, signed by Stevens Hotel. 
Two-thirds of a page was used in 
Time, while copy in Prairie Farmer 
occupies one-half page. 

While copy in Time was aimed at 
the traveling business man and 
featured the coupon offer exclusively, 
Prairie Farmer copy is aimed at the 
family group who may be consider- 
ing a visit to the “big town.” 

“Have You Any Children?” the 
headline asks, and the copy details 
the special facilities of the Stevens 
for catering to family groups, espe- 
cially when children are included. 

“Come to The Stevens on your 
next trip to Chicago, before Novem- 
ber 15, 1932,” the copy continues, 
“and bring your children with you 


coupon from this advertisement in 
settlement of one-third of your room 
rent when you check out, and will 
not charge any room rent for chil- 
dren under twelve. This is no cut 
rate proposition. It is a gesture of 
friendship and hospitality to the 
readers of Prairie Farmer.” 

Similar copy in other media will 
be used if results of the two test ad- 
vertisements justify extension of the 
plan. 


Launch Selling Aid 


Walter Mann & Staff, New York, 
have begun publication of “Distribu- 
tion Digest,” a monthly bulletin 
which condenses important matter 
appearing in current issues of trade 
publications in the advertising and 


Harwood and Mahon 


Made Representatives 


R. W. Harwood and H. Mahon, 
Cambridge, Mass., will handle New 
England interests of College Publish- 
ers’ Representatives, New York. 

Both were formerly associated 
with Littell- Murray - Barnhill, Inc., 
New York. 


Peck Has Velogen 


Peck Advertising Agency, New 
York, has been appointed by Velo- 
gen, Inc., New York, hand lotion. 
Newspapers, radio and _ house-to- 
house sampling will be employed. 


Appointed for Cosmetics 

Lake-Spiro-Cohn, Inc., New York, 
has been appointed by Boyd Mfg. 
Co., Birmingham, Ala., cosmetics and 


(and the cashier will accept the| selling field. 


perfumes. 


More Light on... 
AcTUAL BuyING PERFORMANCE 


ORE FACTS on the difference 

between People and Purchas- 
ing Power. Again TIME penetrates 
the fog that has encompassed the 
variations in “‘per capita” consump- 
tion of families with different incomes, 
shows which families are best con- 
sumers of your product, which buy 
infrequently or in small quantities. 


Volume I of “Markets sy Incomes” 
showed these facts in many fields: food, 
automobiles, refrigerators, radios, elec- 
trical appliances, bathroom products, 
opening an entirely new field of sales re- 
search. Sales and advertising executives 
were lavish in their praise, insistent in 
their demand for similar information on 
other products and merchandise. 


Time’s trained staff of investigators 
again pushed Appleton doorbells this 
year, gathered more up-to-the-minute 
facts. With this new information, Volume 
II continues and campletes the wark of 
Volume I. 


Typical American families in the city 
of Appleton, Wisconsin, supplied the 


a 


of Families in Different Income Groups 


Volume II 
‘*MARKETS BY INCOMES” 
NOW READY 


Contains facts from Time’s 1932 Appleton 
Survey—the first accurate analysis of the 
relation of income to purchases of— 


GAS 
WATER 
BOOKS 
PAINTS 
CLOCKS 
SILVER 
WATCHES 
PLUMBING 
ELECTRICITY 
FOUNTAIN PENS 
SPORTING GOODS 
MEN’S CLOTHING 
FLOOR COVERING 


With discussion of charge accounts, and of 
local vs. out-of-town purchasing. -__ 


facts for “Markets By INcoMES.” 1,500,- 
000 retail purchases were recorded, ana- 
lyzed, correlated with the sworn income 
tax returns of the purchasers. Time’s 
access to the files of the state income tax 


returns eliminated all guesswork, makes 
this survey complete, authoritative. 


In the past, sales and advertising exec- 
utives have too often had to guess which 
families deserved the best sales effort, 
have the high per capita consumption. 
Now they are supplied with an accurate 
index as to the differences in consumption 
of families with different incomes in a 
wide variety of products, to the fre- 
quency of their purchase, to the quality 
of the products bought by families in 
different income groups. 


Some businesses may discover that 
they have concentrated too much sales 
effort on families whose per capita pur- 
chasing is small. Others may discover 
large, highly productive markets hitherto 
considered too small, for lack of evidence. 
It’s time to get the facts. 


‘LLM 


The Weekly Newsmagazine 


RATES ADJUSTED 
BY “LIBERTY” 


New York, Sept. 22.— Declaring 
that “forced circulations are un. 
economic for both publisher and 
advertiser,” Macfadden officials to. 
day announced a lowered circulation 
guarantee for Liberty, and a Cor. 
respondingly lowered basic rate. 
The new Liberty guarantee is 
2,174,000 and the new black-and- 
white page rate is $4,000. This 
maintains the black-and-white rate- 
per-page-per-thousand at $1.84; un. 
changed from its position at the 
previous guarantee of 2,310,000 and 
rate of $4,250. 

Distinguishing between rate ad- 
justment, with cost- per - thousand 
pegged at the old figure, and rate 
reduction with cost- per - thousand 
actually lowered, Liberty announced 
in addition to the adjustment of all 
rates an additional reduction of 
color process, back cover and line 
rates. 

An analysis of newsstand, boy, 
and subscription circulations, Liberty 
reports, shows that while magazine 
circulations have declined only 5 
per cent during the last year (first 
six months 1932 vs. first six months 
1931), newsstand circulations have 
dropped 14 per cent, subscriptions 
less than 1 per cent, and boy sales 
are actually up 2 per cent. During 
the same period Liberty newsstand 
sales dropped 7.5 per cent, boy sales 
12.4 per cent, and subscriptions are 
still less than 1 per cent of total 
circulation. 

“Rather than drive for circulation 
appropriate to conditions which no 
longer exist,” the announcement 
reads, “Liberty has chosen to let 
circulation find its level normal to 
the times, adjusting rates accord- 
ingly. We believe that such cir. 
culation, regardless of quantity, will 
hold greater profit for the adver- 
tiser, and, automatically, for 
Liberty.” 


Medical Society 
Endorses E-Z Payments 


Following a year’s trial under of- 
ficial auspices, a committee of the 
Medical Society of the County of 
New York, has endorsed a plan of 
financing payment for members’ 
services on installments. 

Patients will execute a note with 
one guarantor, which the attending 
physician will discount through a 
special agency, the Professional Eco- 
nomic Bureau, Inc. 


Subway Awaits Word 
from Barron G. Collier 


New York’s new municipal sub 
way has rejected bids for the adv- 
vertising concession on its line on 
the grounds that none of the appli- 
cants appear able to obtain contracts 
from advertisers. 

Barron G. Collier, Inc., New York, 
failed to bid on the first call but is 
expected to compete for the franchise 
when new proposals are called for. 


C. F. Eberle Promoted; 
Succeeds C. A. D. Redmond 


C. Fred Eberle has been appointed 
advertising manager of the Boston 
Varnish Co., Boston, combining this 
post with that of a director. 

He succeeds C. A. Dana Redmond, 
who has entered the agency field as 
vice-president of the company’s 
agency, Ingalls-Advertising, Boston. 


Advertisers Barred from 


World Series Broadcast 


Although both National and Co- 
lumbia systems will broadcast all 
games of the world’s series, Judge 
Landis, baseball czar, has refused to 
permit any advertiser to sponsor the 
program. 


Jansen Makes Change 

Adolph Jansen has resigned as ac- 
count executive of Wilson & Bristol, 
Inc., New York, to join the New 
York staff of the United States Ad 
vertising Corporation. 


Buys “Newi-Ad vertiser” 


News-Advertise’, Creston, Ia., has 
been purchased b,, a group headed by 


W. S. Rupe, Der Moines. 


e ine ‘i +? oad ; ~ 2 ‘i 4 e oS Gets Sot oes pee Se Wa Bag a rae”: "ace ; ERY Saye Ne pr i Eh Sn WR tk = eM got, 3h. eR ts nn a 
ee vue : a ATS Ae aay ei a Bits Be = Puke “er ie oe al alas aft: pa co ae Sys lonre" oe re Be a oe 
Pia a Pa oa : ; ras ae i : ie 3 : 2 Sige aah Sih reek mee So Rus 
ee = = —— —— 
aes | — — 
Br PO ee 
wie | I St 
— ee 
* : | 2 ee P 
cial clos 
oe a ject 
7 cem 
: to ¢ 
C Mal 
a) Bar 
. —_ Yor 
— nnn —————————eeeeeaaaeeeeaaaaeaeaeaeaeaeeEeEeEeEeEe——————eeeeeeeee 
ee its | 
ve sery 
spe 
7 som 
= fror 
ie cau: 
Cee 2h), § 
7a een ler 
| eo - T 
~s i ; f was 
cae of 
pe ry 
seer | of 
| wid 
Gen thre 
ail bett 
— : . long 
; ‘ bal ~ ? 
ae e sie rv an: a>! ATT 4 » ie & fe a test 
natty WEIS eS 
Re SRT TSS TEE SS Se or 
4 _* Ny Whee - p-’ aie sad ew 4 ey »* eo, «@ °. ar 
BW ea SE aA SS - 
io. MAREN Sree at 
- .: 2 2s “™~ = -. we ts — > 2: AN ~ 5o = . 
Ww, RT SS te Ba hh COSA 
—_ Pw EO oe ae tS AVA o pita >. a? ETE e: " 
ee As: 2 = tele & % Rete Bx. rr Wye El at mae a pan 
ee spices ss ae ~ RE i “AS hes i he ee >. fo > a*® 8A Br a ee bs sos in % tion 
; ; Voie) es Pe % atti +. —_ 3 é 
sia aN a NS OS ee ah SL ee A 
Racine aa) *.e'* . s ¢ : ~~ “oe 5 ae » PS le aka ve ‘ test 
a \ . » ‘6 Kes ee ~ edt cc lla ~ ' ey. as sat E ry 2. ie be ® > g ' at 2 spir 
: JEW eR, RS er 2s oe ee ee oe whi 
We eS CS DARE. Seger oe as 
\ Ne 8 RAN VS * >. 2s er r} add’ a 
oe . <t sy OL ag. > ~~ 4 Oe ae 4. whe tee, Se | t 
| 3 g ee, & 2%, Bg a Bee te TY | har 
‘ S ‘a ; - : r 7 a y aoe 
Me CC ee a Eh Sue, See — 
. wrx al bw! ms é CRAM ie sels ers’ 
‘ ‘ me ’ ~ Res 
ry ws * , | to br >P ee Ps imn 
Sg = ~ sd , 7 \ ss x . aes ” ; °* & ° ath, { wer 
in , ‘ee ae. blar 
ied Sa i yo ee x = “ - and 
ae a al \ a \ v Pe yy ents 
pion wiih 4 ~ / \§- } +> ~, pe f ~ 500 
ee O94, r% 3 +) - 6 
a eee { re ! pe er: date 
Seen See . ae _-< : . . : : = X 8 
q oa . . . — , 
ee . ' ~ . “A ) eS. 
ee Nee ae “I ~ bee. be 4 oat : eal 
io oa , | a 
- fads . feat 
ities Lie exc) 
oo that 
= adv 
CO 
| exc! 
: : app 
this 
suc 
. oe mal 
cop 
pais 
F 
. nou 
: new 
: 8, t! 
pro, 
list: 
600 
azit 
— Chr 
ee Tr 
ae : 
izat 
, com 
this 
i troi 
i eT 0 
gro} 
PC 
He 
= 
H 
pur 
Cen 
chit 
es | 
ee ™ 
iy SPR Tee ie ERA eae? ee I PER Ge NL as oh eee ES PSS es Yeeee  perae Re eee Dem Ne ae he. epee ee a alee, eee ie te ae 
pe TE ee ha ae oo Ba Se on ja cor Sh a ge: At Pa tee aie _ eile oy i ek ek alee tue ok ee cee ect woe a Pe Re Se 
ee Agee ee Sh ii. ty. SRR ae ee tha Basa ch “eee keene ta ve ieee a al ee is ee Ne ae 
re te SST Pre TRE eit 65), SUM at Tec Meme ae the Gor Gd Dia) gai a a OUR 1 cae, OO Mars acc A a a er ee asi ME ae ENN cy EM ae f 2. R  N aet Berne cK: eo na te Mame Soe gt em 


September 24, 1932 


ADVERTISING AGE 


11 


SEEK ANSWER TO 
“WHEN SHALL WE 
END CONTEST?” 


Philadelphia, Sept. 22.—When to 
close a contest having as one ob- 
jective the securing of prospects’ 
names in advance of the peak period 
for radio sales, November 1 to De- 
cember 15, was an unsolved problem 
to executives of the Atwater Kent 
Manufacturing Company and Batten, 
Barton, Durstine & Osborn, New 
York, when the radio company began 
its consumer contest this month. 

The campaign will be closely ob- 
served by other manufacturers of 
specialties with seasonal appeal, 
some of whom have been dissuaded 
from staging consumer contests be- 
cause of uncertainty as to the time 
element. 

The Atwater Kent opening date 
was set arbitrarily by the beginning 
of the listening season. November 
15 was chosen as the deadline partly 
because it was believed the amount 
of advertising required to secure 
widespread response in the space of 
three or four weeks would show 
better returns if spread over the 
longer period. As interest in con- 
tests varies greatly from day to day, 
the theory is held that much de- 
pends on reaching the consumer at 
a receptive moment, at which time 
but little persuasion is needed. 


To Get Prospects Later 


To gain this advantage the com- 
pany will forego immediate acquisi- 
tion of a large prospect list. There 
is a decided tendency among con- 
testants in such events to pursue in- 
spiration right up to the deadline, 
which means in this instance that 
Atwater Kent dealers will wait until 
the selling season is in full swing 
to garner the bulk of the prospect 
harvest. 

Another major purpose of the con- 
test is to draw prospects into deal- 
ers’ stores to inspect the new line. 
Results in this respect have been 
immediate and gratifying. Dealers 
were supplied with 500,000 contest 
blanks at the start of the campaign 
and reorders have already been re- 
ceived for 25,000 blanks. Less than 
500 blanks have been returned to 
date. 


Will Not Exploit One Feature 


While the company expects to 
gather useful data from the essays 
accompanying the entries, favored 
features of design and construction 
thus indicated will not be used as 
exclusive copy themes. The fact 
that it would be easier to make the 
advertising distinctive or spectacular 
by emphasizing or dramatizing one 
exclusive or outstanding feature is 
appreciated, but the company holds 
this course unwise because of the 
success salesmen of competing 
makes meet with in exploiting such 
copy with “we have it, too” cam- 
paigns of their own. 

Following the 800-line contest an- 
houncement which appeared in 90 
hewspapers the week of September 
8, the newspaper campaign has been 
projected to January 1, with the 
listing receiving an average of one 
600 line advertisement a week. Mag- 
azines will be added before the 
Christmas buying season begins. 


Trailer Manufacturers 
Form Trade Group 


Formation of a permanent organ- 
ization of trailer manufacturers was 
completed at a meeting in Chicago 
this week. Harvey C. Fuehauf, De- 
troit, was elected chairman. 

One of the principal aims of the 
group will be the establishment of 
uniform state laws affecting trailers. 


Howard Paper Buys 
Centralia Envelope 


Howard Paper Co., Urbana, O., has 
Purchased Centralia Envelope Co., 
Centralia, Ill., and is moving the ma- 
chinery and plant to Dayton. 

The purchased property will be 
operated as Howard Envelope Co. 


“Canada’s Pride” 


Refused Registration 


Application of International Prod- 
ucts Company, Canada’s Pride Prod- 
ucts Company, assignee, for permis- 
sion to register “Canada’s Pride” as 
a trade mark for root beer and fruit 
juices has been denied by the Com- 
missioner of Patents. 

Canada Dry Ginger Ale, Inc., op- 
posed the registration. 


Willys to Make Trucks 


for International 


Willys-Overland Company and In- 
ternational Harvester Company are 
reported to have completed arrange- 
ments for the manufacture of trucks 
by the former company to satisfy In- 
ternational specifications. 

The truck will be marketed 
through the International organiza- 
tion under its own name. 


Joyce Joins Eastern 
T. Frank Joyce, formerly assistant 
vice-president, Boston and Maine 
Railroad, has been appointed vice- 
president and general manager of 


Eastern Advertising Company, Bos- 
ton. 


Masterson with “Yachting” 


Walter W. Masterson, Jr., has 
been appointed advertising manager 
of Yachting, New York. 


Carpet and Rug | 
Makers Launch 
*‘Quality Label’’ 


New York, Sept. 22.—The Institute 
of Carpet Manufacturers of America, 
representing 90 per cent of the coun- 
try’s carpet and rug production, has 
launched a cooperative trade exten- 
sion program based on the merchan- 
dising of the “Institute Quality 
Label,” use of which will be re- 
stricted to member’s products meet- 
ing certain standards of manufac- 
ture. 


Label to be Copyrighted 


The label will be copyrighted by 
the institute, and a committee from 
the membership will govern its use. 
Violation of rules in one instance 
will automatically bar the offending 
manufacturer from any participation 
in the label program thereafter. 

Timed to coincide with .the first 
delivery of Institute label rugs to re- 
tailers October 1, representatives of 
the Institute will call on retailers 
to merchandise the features of 
the program. When retailers are 
versed in the details and exhibit the 
desired degree of enthusiasm, the 


possibilities of consumer advertising 
will be investigated. 

Herbert Gutterson, president of 
the Institute, said the technical con- 
siderations underlying the right to 
use the label would not enter into 
the explanation going to the con- 
sumer. 

“Any contribution that can be 
made to inspire and justify her con- 
fidence in what this industry pro- 
duces is of permanent value, not 


only to the producer but to the seller 
and the consumer,” he said. “For 
these reasons we are taking a con- 
structive step in the stabilization of 
our business and in the strengthen- 
ing of the confidence that must ac- 
company the purchase of all quality 
merchandise.” 

The plan was formulated by the 
Floor Covering Advertising Club, 
headed by Horace G. Plimpton, ad- 
vertising manager, Hardwick & 
Magee Co. Its execution will be di- 
rected by Arthur V. Leary, formerly 
associate editor of Furniture Indez. 


Waters-Genter Promotes 


F. H. Emery has been appointed 
sales manager of commercial equip- 
ment division, Waters-Genter Com- 
pany, Minneapolis. K. C. Gifford has 
been named sales manager of the 
domestic appliance division. 

A new type of toaster has just 
been announced by the company. 


Foy Is Promoted 
Fred Foy has been appointed Los 
Angeles manager for J. Walter 
Thompson Company, succeeding 
Thomas W. Harrison, who has been 
transferred to Chicago. 


Brown Starts Agency 
George W. Brown has founded 
George W. Brown, Inc., advertising 


agency, Trenton, N. J 


UNDERWOOD PHOTOGRAPHS ARE SELLING PHOTOGRAPHS 


fox 


eve w Reputation 


| Pp hotoqraphy 


Mothers who buy Mentholatum to keep their 
babies from breathing through their mouths may 
never know how good this photograph is. It takes 
more than a layman’s knowledge of photography 
to appreciate the extreme difficulty of posing a 
healthy youngster so that he appears to be asleep 
—so that he appears to have difficulty in breathing. 
It’s the direction of John Funk, the Underwood 
Illustrator, that “makes” this photograph! The 


sympathetic child-direction for which we are known. And the quality 
would be noteworthy even in an illustration of an adult. 

Underwood photographs are created by the best advertising and artistic 
minds in the world. And the result? A sweet, appealing illustration 
of a little boy in bed — natural, convincing, simple. An illustration 
that tugs at your heart strings and sends your prospect out to buy! 
A selling photograph! 


Made for the Dillard Jacobs Advertising 
Agency in Atlanta for the advertising of 
Mentholatum. 


UNDERWOOD 


AND UNDERWOOD 


250 W-55th §T- NEW YORK: N-Y @ 125 N-WABASH AVE- CHICAGO -ILL 


It's here! The 1933 Catalogue of 
Reserve Illustrations, just off the 
presses, chock full of “pictures for 
the $10 budget”! 
CLIP THE COUPON 

A thousand photographs to choose 
from! Human interest scenes of 
families and children, business, 
travel and character studies, and the 
finest, biggest collection of outdoor 
sports you've ever seen! 

CLIP THE COUPON 
We refund the $5 cost of the cata- 
logue with the first picture you buy. 
Send for the book today! We'll 
mail it to you at once — om approval 
if you prefer. 


CLIP THE COUPON — NOW 


ia — ee ae ee — 
UNDERWOOD AND UNDERWOOD 
250 West 55th St., New York 
| 
or 
| 125 Wabash Ave., Chicago. 
Send me a copy of “Reserve Illus- 
trations, 1933.” 5 
| Lintend to buy it........... [| 
| Send it on approval. If I don’t 
| Whe it I'll return it in ten 
| YS. wcrevveccccccscece ee 
| 
| NAME 
| 
| ADDRESS 
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TEST MONTHLY 
PAYMENTS FOR 
AUTO REPAIRS 


Chicago, Sept. 22.—Motorists who 
have been “waiting until they get 
some money” before having neces- 
sary repairs made on their automo- 
biles may now go ahead with the re- 
pairs and pay for them on the in- 
stallment system, under a plan tried 
out by individual members of Na- 
tional Association of Finance Com- 
panies and sponsored by C. C. Hanch, 
general manager of the association. 

It is believed that the newly 
adopted policy will find favor not 
only with motorists, but also with 
garage and repair men whose busi- 
ness has been greatly curtailed be- 
cause of prospective customers’ in- 
ability to pay cash. 

“Heretofore,” said Mr. Hanch, “au- 
tomobile repairs, like hair-cuts, have 
been strictly on a cash basis, except 
in the rare instances where open 
charge accounts were maintained. 
The intrepid customer asking for 
credit has usually been met by a 
fishy stare accompanied by the an- 
nouncement that ‘there ain’t no such 
animal.’ 


“Because of business conditions, 
automobile owners generally have 
been putting their cars to an endur- 
ance test, trying to get out of them 
the last iota of available mileage 
without incurring repair bills or 
trading in the old car for a new 
model. This, of course, is poor 
economy, for repairs become the 
more expensive the longer they are 
put off, and thus too many cars have 
been allowed to depreciate below 
their normal value. 

“The companies that have been ex- 
perimenting with this new type of 
financing report that the service has 


been well received. Under the 
monthly payment plan, they have 
set $50 as the minimum basis for 
credit. If the original repair bill 
falls below this amount, the balance 
may be taken out in additional serv- 
ice, gas, tires, or other accessories. 

“We believe that this arrangement 
will result in putting back on the 
road many cars that have been re- 
tired because of needed repairs, and 
will also promote highway safety by 
permitting owners of defective cars 
to put them in good shape again 
with small initial outlay.” 


Demand for Wine 
Bricks Eases Off 


Vine-Glo Corporation of New York, 
New York, state distributor for wine 
bricks produced by Fruit Industries, 
Inc., has liquidated. 

Retailers report the huge sales of 
a year ago have dwindled to almost 
nothing. 


Promotes Convention 


Dill & Collins Co., Philadelphia, 
printing papers, is sponsoring a 
series of mailings urging attendance 
at meetings of Mail Advertising 
Service Association and Direct Mail 
Advertisers Association in New York 
next month. 


“World” Cuts Rates 


Rates of Tulsa (Okla.) World 
have been cut from 17 cents to 16 
cents daily, and from 18 cents to 16 
cents Sunday. The change was re- 
ported erroneously in the Sept. 10 
issue. 


Dunne Joins Agency 


F. Peter Dunne, formerly with the 
New York World and prior to that 
with Conde Nast Publications, has 
taken an executive position with 
Hirshon-Garfield, Inc. New York 
agency. 


Cushing Joins Agency 

Charles L. Cushing, formerly pro- 
motion manager of Conde Nast pub- 
lications and American Magazine, 
has joined the staff of Donahue & 


Coe, New York. 


47% of Families 
Owned Homes in 
730, U. S. Finds 


Washington, D. C., Sept. 22.— 
More than 14,000,000 of the 29,904,- 
000 families in the United States 
owned their own homes at the time 
of the last census, final figures com- 
piled by the Bureau of the Census 
indicate. This is almost 47 per cent. 

The ownership of farm homes was 
higher than the average for the 
country, 3,498,688 of these out of a 
total of 6,668,000 being owned by the 
inhabitants, or 52.5 per cent. This 
compared with a percentage of non- 
farm owned homes of 45.2. 

Of the total number of families in 
the country, 26,705,294, or 89.3 per 
cent, are white; 2,803,756, or 9.4 per 
cent, are negro, and 395,613, or 1.3 
per cent, belong to other races. Of 
the white group, native families, 
comprising both those of native par- 
entage and those of foreign or mixed 
parentage, represent 70.1 per cent 
of all families in the country. 

Foreign born white families equal 
19.2 per cent of all families in the 
country. Only 10.9 per cent of the 
total population is foreign born, 
however, the discrepancy being due 
to the fact that the nativity of the 
head of a family determines its clas- 
sification. 


A. G. A. Meets Oct. 19 


The annual meeting of members of 
Agricultural Publishers Association 
will be held at the Stevens Hotel, 
Chicago, Oct. 19. Several directors 
will be elected. A directors’ meet- 
ing will be held in the morning of 
the same day. 


To Advertise Weight 
Remedy on Scales 


Opex Co., New York, has contract- 
ed space for Kruschen Salts, obesity 
remedy, on weighing machines in 


drug and specialty chain stores. 


1. 


used. 


é.. 


Billboards proper are 10’ 


three years old, fire proof and modern. 


e Contest Rules e 


2 Contest now open; closes November Ist, 1932, and decision will be an- 
nounced by November 15th, 1932. - 


2. , For the best billboard design for the Roger Smith Hotels, submitted in 
accordance with the specifications in this announcement the sum of $50.00 
will be paid. The Roger Smith Corporation also agrees to pay for any design 


3..The Judges will be.... 


Hugh Ferriss, 101 Park Ave., New York, leading architectural artist. 
Alfred Kastner, 501 Lexington Ave., New York, winner of the Kharkor competi- 
tion and second prize in the Palace of the Soviets competition. 


W. R. Needham, President of Needham & Grohmann, Incorporated, 11 West 
42nd St., New York, advertising agency specializing im hotel advertising. 


Designs or inquiries relative to the contest should be directed to O. A. 
deLima, President, Roger Smith Hotels Corp., Hotel Winthrop, 47th St. 
& Lexington Ave., New York. Telephone WIckersham 2-1400. 


e Specifications e 
6” high by 39’ long. 


Prize 
Contest 


for billboard design for 
Roger Smith Hotels 


Including frame they are 12’ high by 42’ 
long. They are illuminated at night by floodlights which flash on and off. The wording on the 
designs will be “Roger Smith Hotels,” “Stamford and White Plains,” “Rooms $2 to $3 single” 
and such optional phrases as “Outdoor Dining,” “Popular Priced Restaurants.” 
The Roger Smith in Stamford is distinctly colonial in 
type. The billboards are repainted in March, July and November and designs submitted may be 
with any of these seasonal repaintings in mind. 


The hotels are 


General 1931 1932 
Aupartene GeltePcccvcsce cesses ,819 
Arts & Decoration..... 27,292 10,234 
Better Homes & Gardens 18,017 11,890 
Burroughs Clearing 

AR ree 7,782 6,039 
Field & Stream......... 13,495 8,057 
PE ccdcccinackaeces. Keeee 22,120 
PCED ce ccickce oesee 5,045 
Home & Field.......... 16,139 9,333 
House & Garden....... 42,206 19,615 
House Beautiful........ 20,909 6,035 
Hunter-Trader-Trapper 10,203 5,991 
Hunting & Fishing.... 7,962 4,644 
Modern Mechanics...... 10,763 9,416 
National Geographic... 5,184 4,224 
National Sportsman.... 10,595 6,960 
Nation’s Business....... 30,729 14,556 
Outdoor America....... 3,700 3,614 
OCwtGeer EdGO.s0 sss cece 8,482 5,217 
Popular Mechanics..... 17,188 10,654 
Popular Science........ 9,849 5,383 
Scientific American..... 5,133 2,569 
parte ABS. .cccccccses 9,609 6,303 


SEPTEMBER ADVERTISING IN MAGAZINES 


POPORNEM oocscescccaes 17,636 11,013 
NS Be ene ie a eee 43,200 21,396 
EE is sense ab ceeens ee. Soren 4, 
Wee PO sc cecceceses 27,321 12,814 
———e» 
Wbnsd GROG . .ccccscs 363,394 233,976 
Mail Order 
a er re ee 2,966 3,371 
Everyday Life......... 2,377 3,853 
OE Sere 3,907 *3,607 
Hearth & Home....... 3,838 *3,607 
BN GE coccccessse eseee 1,907 
Home Friend........... 3,516 2,360 
Household Journal..... 2,908 *1,979 
Illustrated Mechanics... ..... 1,423 
P< canebeeeh.oa eae 2,680 2,807 
. | Sovereign Visitor....... 1,930 754 


Poetns GOOG. cs ccsce 


*August and September were com- 
bined. 


—The Advertising Record Company, 


Western Union Boys 
Add New Services 


Fairchild-Wood Visaphone Corpora- 
tion, New York, has completed an ar- 
rangement with Western Union wun- 
der which messenger boys deliver 
and operate a device for delivering 
illustrated talks to sales groups, be- 
fore clubs, classes, etc. 

Western Union messengers are 
also delivering orange juice, sand- 
wiches, etc., for Nedick’s, New York. 


A & P Gypsies on 


Air Nine Years 


A & P Gypsies, one of the oldest 
programs on the air, celebrated their 
ninth year in radio with an hour 
broadcast over the WEAF-NBC net- 
work, Sept. 19. 

More than 80 artists took part in 
the program. 


McKnight and Sloan 
Legion Candidates 


Robert McKnight, advertising di- 
rector, National Assn. of Ice Indus- 
tries, and Charles M. Sloan, advertis- 
ing agent, have been nominated for 
commander of Advertising Men’s 
Post, American Legion, Chicago. 

The election will be held Oct. 3. 


Joins Beckwith 


B. C. Anderson-Smith, for five 
years manager of the automobile de- 
partment. Cleveland News, has been 
appointed manager of the Detroit 
office of Beckwith Special Agency. 


Changes to Monthly 


Nor-West Farmer, Winnipeg, Man- 
itoba, will change from a_  semi- 
monthly to a monthly with its Janu- 
ary, 1933, issue. Net paid circula- 
tion of 150,000 will be guaranteed. 


Sell Bold Face Listings 


Telephone Directory Advertising 
Co., Detroit, will introduce bold type 
listings on unclassified pages with 
the January, 1933, issue of the local 
directory. 


Fix Insurance Dates 


Oct. 3-5 are the dates fixed for the 
annual meeting of the Insurance Ad- 
vertising Conference in New York. 
Hotel Pennsylvania is the probable 
place. 


Joins Outdoor Service 


Victor L. Chiquoine, former sales 
manager, Philadelphia branch of 
General Outdoor Advertising Com- 
pany, has joined Outdoor Service, 
Inc., Philadelphia. 


Heads Music Group 


Arthur R. Towell, president of Ar- 
thur Towell, Inc., Madison advertis- 
ing agency, has been named business 
manager of Madison Civic Music As- 
sociation. 


Introduces New Models 


A new commercial line with four 
or eight cylinder motors available 
on five chassis lengths has been in- 
troduced by Ford Motor Company of 
Canada. 


Neon Merger in West 

Plans have been completed for 
consolidation of the Electrical Prod- 
ucts Companies of Washington, Mon- 
tana, Utah and Colorado into Elec- 
trical Products, Consolidated. 


Two for Firestone 


Accounts of Edison Laboratories 
and Zenith Laboratories, Duluth, 


Minn., have been placed with Allan 
L. Firestone, St. Paul. 


Takes Baume Bengue 


Zinn & Myer, Inc., New York, have 
been appointed for Baume Bengue, 
product of Thomas Leeming & Co, 
New York. Newspapers and radio 
will be used. 


Appoint Churchill-Hall 


Greenspan Bros., Perth Amboy, 
N. J., wholesale grocers, have placed 
their advertising with Churchill-Hall, 
Ine., New York. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. : 


WANTED TO BUY 


One (1) Set O Type. Give Age, 
Price, Conditions and Complete In- 
formation. The Newport Rolling 
Mill Company, Newport, Ky. 


0A. tmosphere 


in advertising 1s the in- 
fluence felt before a word 


of the actual message 1s 


read. » » » Besides 
expressing the message 
properly, type must con- 
vey the sense of the words 
quickly and without im- 
pediment. » » » What 
printed words say mean 
little, unless they look as 
though they meant it. 


»» 


BenC. PittsfordCo. 
CA. dyvertising 


T ypographers 
605 South Clark Street - Chicago 
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“Liberty’ * to 
Sell Canada 
Edition Alone 


New York, Sept. 22.—Advertisers 
desiring to change copy addressed 
to Canadians can replate in the Ca- 
nadian edition of Liberty; advertis- 
ers interested in advertising in Can- 
ada only can buy the Canadian edi- 
tion separately; and advertisers not 
interested in Canada can buy Lib- 
erty exclusive of the Canadian edi- 
tion, Liberty Publishing Corporation 
announced today. 

This announcement, it is stated, 
is the direct result of Liberty’s own 
experience with the Canadian tariff 
situation. 

The Canadian edition of Liberty 
has for the past four months been 
printed in Canada, in order to 
counteract the tariff placed on Amer- 
ican magazines. Realizing that simi- 
lar complications have faced other 
businesses, Liberty decided to make 
available the privilege of replating 
in the Canadian edition, to change 
address, price, names of distributors, 
or for similar reasons. A nominal 
service charge is made for replating. 

Analysis of the Canadian situation 
led to the discovery that some adver- 
tisers have no Canadian distribution, 
or for tariff reasons are not selling 
in Canada. There are also advertis- 
ers who desire to reach Canada 
alone. 

This announcement coincides with 
one on rate and circulation guaran- 
tee adjustment. Liberty guarantees 
for its Canadian edition a circula- 
tion of 130,000, for its total edition 
a circulation of 2,174,000. Rates for 
black and white page are $4,000 for 
total circulation, $3,900 for circula- 
tion exclusive of Canada, and $450 
for the Canadian edition. 


Strouse With Thompson 


Norman Strouse, who has been 
with the San Francisco staff of Rod- 
ney E. Boone Organization, newspa- 
per representatives, has joined the 
San Francisco office of J. Walter 
Thompson Company. 


Explorer Joins Agency 


Captain Haakon H. Hammer, for- 
merly associated with Roald Amund- 
sen, the explorer, has joined Federal 
Sales and Advertising Associates, 
Los Angeles, as director of publicity 
and radio. 


Davis Joins Sterling 


Bob Davis, formerly with Ameri- 
can Engraving & Color Plate Co., San 
Francisco, has joined Sterling En- 
graving Co., San Francisco. 


Apples, Onions, 
Potatoes Dress 
Up for Consumer 


Grand Rapids, Mich., Sept. 22.— 
The utilitarian bulk package for 
fresh fruits and vegetables, from 
which the corner grocer filled his 
customers’ demands for apples, 
Onions, potatoes and similar prod- 
ucts, is doomed to be superseded by 
attractive consumer packages of 
these products, a survey by R. E. 
Keller, Federal marketing expert in 
charge of Michigan Market Bureau, 
maintained jointly by United States 
and Michigan Departments of Agri- 
culture, reveals. 

The new trend toward smaller 
packages, which can be sold to the 
consumer intact, is illustrated in the 
change in package of Michigan 
onions from 100-lb. sacks to 50-pound 
bags, and the recent introduction of 
25-pound bags. Fancy potatoes are 
also being marketed in 15 and 25- 
Pound consumer packages, in con- 
trast to the former standard sack of 
150 pounds. 

Michigan apple growers are now 
falling into line with consumer pack- 
ages, introducing a 10-pound mesh 
bag of apples to meet the competition 
of 10-pound California and Florida 
orange packages. 


Southern California 


Campaign Launched 


All Year Club of Southern Cali- 
fornia’s fall and winter advertising 
campaign will be launched next 
month with the use of space in 21 
national magazines. 

An unusual feature of the cam- 
paign will be a bold type warning 
asking the readers to tell anyone 
not to come to the state in search 
of employment. 


B. B. Meek Appointed 


Hearst Vice-President 


B. B. Meek, former president of 
California Lands, Inc., has been 
named executive vice-president of 
Hearst Corporation, San Francisco. 

He will devote much of his time 
to Hearst publications. 


“Louisville Herald-Post”’ 
Reduces National Rate 


National Advertising rate of Louis- 
ville Herald-Post has been reduced 
from 15 cents to 10 cents per line, 
effective Oct. 1. 

Rates of Findlay (O.) Republican 
have been reduced from five cents to 
four and one-half cents per line. 


N. P. Brahy Dead 


Nicholas P. Brahy, president of 
Brahy Advertising Service, St. Paul, 
died recently following an operation. 
He was 44 years old. 


Maisel Joins Recorder 


Charles M. Maisel has joined the 
staff of Recorder Printing and Pub- 
lishing Co., San Francisco. 


Patterson Gives Lecture 


J. E. Patterson, Patterson & Sulli- 
van, San Francisco artists and ty- 
pographers, delivered the first of ten 
weekly lectures on “modern layout” 
Sept. 19 at University of California 
Extension Division, San Francisco. 


Advertise Meal 


Coconut Meal Educational Commit- 
tee has launched a campaign in farm 
papers to acquaint farmers with the 
meal’s value as a dairy and livestock 
feed. M. E. Harlan, Advertising, San 
Francisco, is the agency. 


Sweeney Is Publisher 
William A. Sweeney, publisher of 
Red Bank (N. J.) Standard, a weekly, 
for 21 years before he sold it in 1928, 
has re-purchased the paper. 


Newark Advertises 
to Collect Taxes 


Newspapers, radio and airplanes 
are being utilized by the city of 
Newark, N. J., in a unique effort to 
collect $26,000,000 in taxes outstand- 
ing in the city. 

Quarter-page advertisements in the 
three dailies, talks over the radio, 
notices dropped from airplanes, and 
tags delivered with the morning 
milk are a few of the methods 
being used. 


Publish Guide Books 


National Travel Bureau has been 
organized as a subsidiary of James 
T. Igoe Co., Chicago, printers, to sell 
motor guide books to visitors to A 
Century of Progress in Chicago next 
year. 


Chicago 


N. W. Ayer & Son 

Batten, Barton, Durstine & Osborn, Inc. 
Glen Buck Company 
Campbell-Ewald Company 
Critchfield & Co. 

Calkins & Holden 

Dorrance, Sullivan & Co. 
David, Inc. 

H. R. Doughty Advertising Agency 
Donahue & Coe, Inc. 

Erwin, Wasey & Co. 

Fishler, Farnsworth & Co. 
Fuller & Smith & Ross, Inc. 
Harold D. Frazee & Co. 
Gardner Advertising Company 
H. C. Goodwin, Inc. 

Ingalls Advertising Agency 
Johnson, Read & Co. 
Lake-Dunham-Spiro-Cohn, Inc. 
Monte Little Company 
Livermore & Knight Company 


Acceptance 


Accompanying the remarkable acceptance which ADVER- 
TISING AGE, the National Newspaper of Advertising, has won 
among readers, including the principal national advertising ex- 
ecutives of the country, is equally impressive acceptance among 
advertisers. 


The advertising agencies are professional space-buyers, 
trained to careful analysis and discriminating choice of mediums. 
As readers they know what trade publications have the kind of 
editorial contents to make them worth while for advertisers. 


It is significant, therefore, that the following agencies have 
placed advertising in ADVERTISING AGE in 1932, for their i 
clients or for themselves: 


Lord & Thomas 
A. McKim, Ltd. 


Mitchell Advertising Agency 


McCann-Erickson, Inc. 
J. P. Muller & Co. 
J. C. Menkin Company 


Homer McKee, Incorporated 


Newell-Emmett Company 
Procter & Collier Co. 
Ruthrauff & Ryan, Inc. 


Small, Kleppner & Seiffer, Inc. 


Tyler Kay Company 
Sweeney & James Company 


J. Walter Thompson Company 


Riegel & Leffingwell 
Reincke-Ellis Company 


Roche, William & Cunnyngham, Inc. 


R. H. Sinclair, Inc. 
Weston-Barnett, Inc. 
John D. Williams & Co. 
Otis Carl Williams, Inc. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
537 S. Dearborn St. 


Graybar Bldg. 
New York 
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Old Colony Wins Trophy 


Old Colony Co-operative Bank, 
Providenes, R. I., has been awarded 
the president’s cup by United States 
Building and Loan League for best 
display in the advertising and busi- 
ness development contest for large 
associations at the league’s annual 


convention. Lanpher & Schonfarber, 
Inc., Providence, handled the cam- 
paign. 


Starts “Tablegrams” 


“Iome service department of Na- 
tional Biscuit Company, New York, 
has begun publication of ‘“Table- 
grams,” a monthly bulletin on food 
subjects for writers, lecturers, 
teachers, and demonstrators. 


Gotham Re-Appoints 

Gotham Silk Hosiery Co., New 
York, has placed its account with 
Marschalk and Pratt, Inc. New 
York, which formerly handled it. 


-other things, too/ 


E not only make fine 
printing plates for 
black or colors! We offer 
you a pictorial 
service including illustrating 


complete 


art, retouching and commer- 
cial photography. And our 
artists know how to prepare 
advertising illustrations that 
minimize engraving costs. 
Call for a salesman and test 
this economical service. 


Jahn & Olllier Engraving Co. 
Telephone MONroe 7O8O 


817 W.Washington Boulevard 
c.M.4¢€ &@ 4°6@ 


Advertising ae Anything 


Ws CA etwz 


Advertising Agency 
Worcester, Mass, 


Anywhere 


ITS A GIFT! 


) | NOT ONLY To DRAW 
¢ | GOOD ADVERTISING 

CARTOONS BUT TO 
DO THEM INEXPEN- 
SIVELY AND DELIVER 
THEM PROMPTLY 


sip 
Hi 


229 QUINCY ST. CHICAGO 


BEST BY COMPARISON 


“AJA X= 


PHOTOSTAT 
COPIES 


ome LET US SERVE YOU a= 


33 W.ADAMS ST. CHICAGO i 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK -+ 310 East 45th St. 
CHICAGO - 210 So. Despliaine St. 
and 34 other cities 


BOSTON RETAIL 
MEET SEES END 
OF ‘BARGAINS’ 


Optimistic Business Tone is 
in Evidence 


Boston, Sept. 22.—Retailers and 
marketing experts gathered here for 
the fourth Boston Conference on Re- 
tail Distribution Monday and Tues- 
day opened the throttle wide for a 
return to profitable merchandising 
of quality products at fair prices, 
and a national fight on cut price and 
bargain merchandising of sub-stand- 
ard goods. 


A decided note of optimism was 
in evidence at the conference, the 
majority seeming convinced that the 
worst is over, and that the long her- 
alded return to prosperity will ac- 
tually make some headway during 
the fall and winter. More than 200 
attended the sessions. 


Sidney S. Conrad, Conrad & Co., 
president, Boston Retail Board of 
Trade, opened the sessions, turning 
the meeting over to P. A. O’Connell, 
E. T. Slattery Co., and president of 
National Dry Goods Assn., as gen- 
eral chairman. 


Mr. O’Connell lost no time in 
sounding the quality keynote, em- 
phasizing that the two greatest 
needs of retailers are quality mer- 
chandise and quality advertising. 
His talk is reported in detail else- 
where. 


Charles C. Parlin, division of com- 
mercial research, Curtis Publishing 
Company, presented a number of in- 
teresting figures developed in a re- 
cent “pantry survey,” which showed 
that 71 per cent of food purchases 
are “cash and carry,” and 42 per 
cent of such purchases are from 
chain stores. The more education 
the housewife has had, Mr. Parlin 
reported, the harder it is to substi- 
tute unknown brands for nationally 
advertised goods. 

“Let’s get well patiently,” George 
M. Gottfried, vice-president, Conti- 
nental Baking Co., New York, urged 
in decrying the “Buy Now” and “Ad- 
vertise Yourself Out of the Depres- 
sion” slogans. 


Profits Disappeared 


“When we discovered that the de- 
sire to have people buy now was 
not enough to make them do so, we 
started to tempt them,” he _ ex- 
plained. “At first we cut prices a 
little; and, miracle of miracles, we 
sold more goods. Soon a competitor 
caught on our scheme and he cut 
prices a trifle more than we did. 
When we got over the shock of our 
surprise we retaliated, and before 
we knew it, it became fashionable to 
cut prices and our bookkeepers were 
showing us that our escapade had 
cost us a pretty penny in profits.” 

H. W. Alexander, New York, told 
the group that conservative esti- 
mates place the annual volume of 
business done by coin operated vend- 
ing machines, not including gam- 
bling machines, at well over $100,- 
000,000,;with the industry still in its 
infancy. 

A concerted drive upon the evils 
of business by business men, the De- 
partment of Justice and the Federal 
Trade Commission was suggested by 
Gilbert H. Muntague, New York, to 
eliminate misleading advertising, 
secret price concessions, selling be- 
low cost, disparagement of rival 
products, etc. 


Discusses Co-operative Copy 


’“Co-operative sales promotion and 
co-operative advertising need a re- 
direction,” W. J. Donald, vice-presi- 
dent, James O. McKinsey & Co., told 
the conference. “Some of the cam- 
paigns that have been praised most 
unreservedly in public are privately 
disowned by fact-finding executives 
of the industries that at one time 
extolled them, and similar campaigns 
will not be easy to revive. 

“In the next decade such cam- 


AUGUST NEWSPAPER 


LINEAGE IN 30 CITIES 


LOCAL LINEAGE 


City National Local Classified Totals 
1932 1,355,126 3,651,091 1,305,966 7,023,375 
New York ............. 1931 1,895,832 4,896,847 1,664,712 9,354,522 
Diff —540,706 —1,245,756 —358,746 —2,331,147 
1932 678,276 1,616,436 959,634. 3,309,204 
ED .. cudevdvetenead 1931 1,012,746 2,435,079 770,667 4,218,492 
Diff —334,470  —818,643 +188,967 —909,228 
1932 483,251 1,812,566 789,713 3,294,801 
Philadelphia ........... 1931 706,943 2,131,771 928,508 4,107,567 
Diff —223,692 —319,205 —138,795 —812,766 
1932 432,712 1,274,728 509,824 2,278,200 
ee Bee = ee 1931 637,070 1,543,920 630,616 2,876,426] New York, Sept. 22.—If lineage 
Pit _—iniin_ “Sense _—i898_—33828 | geure tor loc tveriing re te 
iJ,é ’ ’ ’ 
Ri a oi oe 1931 577,621 1,452,171 541.158  2.570,950| CePted as a criterion, business was 
Diff —201,112 —572,460 —149,513 —923,085| more nearly normal in Louisville 
1932 371,535 1,057,250 374,995 1,804,390| during August than in any other 
es BOO vine eiscccvecs 1931 576,540 1,475,760 529,880 2,582,180 large city in the country, the report 
935 BEG —TBG8 359 BEB32E EDO DTE | ee Ore Hvening Post tor 115 
ee eee ee 1931 694.413 1,849,103 741,683 3,563,894 | 2ailies in 30 cities indicates. 
Diff —110,197 —284.704 —209.457 —657,916| Local lineage in Louisville during 
1932 520,991 1,161,813 526,488 2,209,292 | the month was 94.5 per cent of the 
NNR os cin cacvaee 1931 722,845 1,624,493 695,317 3,042,655|same month last year, compared 
Diff —201,854 —462,680 —168,829 —833,363| with an average for the 30 cities of 
1932 656,292 1,751,064 787,164  3,194,5201753 per cent. Denver lin 
Los Angeles............ 1931 975,184 2,484,426 1,163,722 4,623,332 | 919 oF © “ 2 ten cage was 
Diff —318,892 —733,362 —376,558 —1,428,812|%+;“ Der cent of last year. 
1932 231,073 793,806 275,880 1,491,063, New Orleans most closely ap. 
ND. veierece sees <eben 1931 356,857 1,032,447 354,028 1,979,960] proached normal in July, with 
Diff —125,784 —238,641 | —78,148 |—488,897| Buffalo in second position. 
1932 542,146 1,137,344 708,835 2,388,325 Only three papers showed an indi- 
sen Proneace wesew tel HERI SLE ERA SSE vital eum. thar were: Oh 
1932 336,760 704,564 219,737 1,261,051 | 2C7G'@ and Lraminer ; adelphia 
Milwaukee ............ 1931 470,566 995,894 344,059 1,812,519| Evening Ledger; and Louisville 
Diff —133,816 —291,330 —124,322 —551,468| Herald-Post. 
1932 528,223. 1,081,415 715,391 2,925,029 
Washington ............ 1931 649,354 2,062,649 748,785 3,460,788 
Diff —121,131 —381,234 —33,394 —535,759 
1932 295,442 995,806 343,798 1,635,046 : a -the- 
Cincinnati ............. 1931 419,048 1,289,890 495,068 2,204,006 Direct - to tr ' Home 
Diff —123,606 —294,084 —151,270 —568,960 Sampling & Dis “thution 
1932 351,708 1,362,822 455,154 2,211,180 
New Orleans ........... 1931 439,203 1,703,238 516,662 2,695,118 — 
Dift —87,495 —340,416 —61,508  —483,938 eane 
1932 308,631 927,970 408,354 1,697,716 
Minneapolis ............ 1931 444.391 1,248,452 489.938 2,234,529 ne 10n 
Diff —135,760 —320,482 —81,584 —536,813 
1932 316,782 721,969 386,965 1,562,825 
Demttle .ncccsesscvceees 1931 368,533 904,527 567,938 2,058,085 Or 
Diff —51,751 —182,558 —180,973  —495,260 
1932 256,581 814,257 369,342 1,440,180 e 
Indianapolis ........... 1931 376,008 1,119,885 454,359 1,950,252 
Diff —119,427  —305,628 —85,017 —510,072 ma ene 
1932 157,816 679,515 274,213. 1,210,232 
NRE 5. ccneceuauae 1931 214,544 744,293 377,989 1,506,821 
Diff —56,728 —64,778-  —103,776 296,589 11 As reported in the September 10th 
1932 329,812 807,919 295,216 1,432,947] issue of “Advertising Age,” we 
POOVIROREO. 20.0 cbveccine 1931 412,692 1,028,566 350,928 1,792,186 distributed 1,000,000 Climalene and 
Diff —82,880  —220,647 —55,712__ —359,239 |] Boviene coupons. Let us submit 
1932 240,511 933,043 281,322 1,454,876 . Th, 
Columbus ............0 1931 327,811 1,435,339 370,689 2,133,839 — ~— ~~" _ be 
Diff —87,300 —502,296 —89,367  —678,963 in a. Fiistes ives Rees Ava 
1932 248,500 945,763 239,900 1,434,729 |} |" . o ‘ " 
OR 1931 405,649 1,000,818 273.424 1,680,625 |] tiser should know about this mod- 
Diff —i57,149 —55,055 —33.524 —245,896|] ern advertising method. 
1932 288,680 $85,696 286,748 1,461,124 . a , 
I a i ea 1931 444,080 1,115,380 367,080 1,926,540 B 4 Ad C 
Diff —155,400 —229,684 —80,332 —465,416 Ig vertising arriers 
1932 260,581 727,585 371,584 1,359,750 18 E. 8th Street 
I i cccecernbae 1931 391,534 966,943 502,487 1,860,964 . 
Diff —130,953 —239,358 —130,903 —501,214 Chicago 
1932 129,804 614,904 241,678 1,047,613 
CRANE ocoiccsescscwescs 1931 188,034 767,301 254,653 1,301,052 
Diff —58,230  —152,397 —12,975  —253,439 
1932 220,178 815,920 111,902 1,148,000 
Birmingham ........... 1931 318,542 1,067,052 190,344 1,575,938 T 
Dift —98,364  —251,132 —18,442 —427,938 
1932 177,749 628,382 322,742 1,240,496 AKE a leaf out of 
en vin aennee 1931 228,310 818,572 349,126 1,539,566 the book of drug 
Diff —50,561  —190,190 —26,384 —299,070 densa it r 
1932 213,276 916,776 249,270 1,379,322 a rt yy thi es 
RR cae tousceacare 1931 358,848 1,176,658 308,924 1,844,430 — : 
Diff —145,572 —259,882 —59,654 —465,108 goo or one thing, 
1932 246,638 752,388 362,068 1,361,094 because it m akes 
Nd. in veanan 1931 439,670 1,252,146 553,700 2,245,516 
Diff —193.032 —499:758 —191,632 —884.422 good rand of the deal. 
1932 221,299 452,951 205,849 880,099 ers window. 
Des Moines............. 1931 314,484 625,541 242,627 1,182,652 
Dift —93,185 —172.590 —36,778 —302,553 
1932 11,361,088 33,069,853 13,303,603 59,690,388 & 
ARIE i ccaxe sea cet 1931 16,153,514 43,880,963 16,649,963 79,214,260 
Diff —4,792,426 —10,811,110 —3,346,360 —19,523,872 
, ’ , > , , , , NC. 
—New York Evening Post. \EINSON-FREEMAN CO. = 
LITHOGRAPHERS 


paigns will be required to prove not 
only a reduction in unit sales cost, 
but a reduction that is definitely due 
to co-operative advertising. In fact, 
we are likely to go further and re- 
quire proof of a reduction of adver- 
tising costs per unit of sales for the 
whole industry and for individual 
companies,” he said. 


Other speakers on the two-day 
program included E. St. Elmo Lewis, 
marketing counsel; Dr. Herbert W. 
Hess, Wharton School of Finance 
and Commerce, University of Penn- 
sylvania; Chapin Hoskins, industrial 
and commercial editor, Forbes; Wal- 
ter C. Teagle, president, Standard Oil 
Company of New Jersey; Paul T. 
Cherington, president, American 
Marketing Society; L. D. H. Weld, 
director of research, McCann-Erick- 
son, Inc. 


F. P. Valentine, assistant vice- 
president, American Telephone & 
Telegraph Co.; Loring A. Schuler, 
editor, Ladies’ Home Journal; Wal- 
lace B. Donham, dean, Harvard 
Graduate School of Business Admin- 
istration; Robert F. Elder, professor 
of marketing, Massachusetts Insti- 
tute of Technology; Robert Amory, 
treasurer, Nashua Mfg. Co.; F. Eu- 


gene Ackerman, Julius Forstmann 
Corp., and Arthur O. Price, sales 
promotion manager, New York Her- 
ald Tribune. 


New Jersey Papers 
Hold Institute Oct. 10 


The annual newspaper institute 
sponsored by New Jersey Press As- 
sociation will be held at Rutgers 
University, Oct. 10, Chauncey F. 
Stout, business manager, Plainfield 
Courier-News and president of the 
association, has announced. 

Speakers will include J. Frank 
Duffy, advertising counsel, Gannett 
newspapers; H. B. LeQuatte, presi- 
dent, Churchill-Hall, Inc., New York; 
Thomas McVeigh, New York Eve- 
ning Post; and Allen Sinclair Will, 


professor of journalism, Rutgers 

University. 

Flex-O-Glass to 
Phelps-Engel-Phelps 


Advertising of Flex-O-Glass Mfg. 
Co., Chicago, glass substitute for 
farm and poultry use, has been 
placed with Phelps-Engel-Phelps, Inc. 

All accounts of Mr. Engel, which 
were formerly placed through Kirt- 
land-Engel Company, are now being 
handled by this agency. 


Specializing 
fe WINCOW and 


store display 
adverfising 


NEW YORK. . Starr & Borden Aves., Long Island City 
ase oe a ere Wrigley Building 
BOSTON, MASS........ 302 Park Square Building 


—, 


— 


new 


purchasing power! | 


Iowa ranks second among 
the states in butter produc 
tion, selling 220,000,000 
pounds annually. The re 
cent 5c a pound increase it 
butter fat prices give 
Iowans a huge new pu 
chasing power! Get you 
share through the state 
wide circulation of The 


@ Des Moines 
Register and Tribuné 


245,241 Daily 


— 
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-|| American Hospital Association 
: Honors Editor of Hospital Management 


7 At its recent Detroit convention, the American Hospital 
on Association announced that a special certificate would be 
= awarded to Matthew O. Foley, editor of HosprraL Man- 
— AGEMENT, for his great contribution to the hospital field in 
e founding National Hospital Day. 

n 

1 The observance of this event, established in 1921 through 


the efforts of Editor Foley and HosprraL MANAGEMENT, is now 
international, fittingly commemorating the birthday of Florence 
p . Nightingale, and calling the attention of the public to the serv- 
ices and requirements of the hospitals. 


ac- HospirAL MANAGEMENT has been a leader in the field of 
er public relations, and has developed and promoted a program of 
closer contact between hospitals and the communities they serve. 
TS Mr. Foley, the only hospital editor of outstanding achievement, 
has pioneered in public relations activities, and has won not 
— only the formal approval and special recognition of the Ameri- 
can Hospital Association, but the enthusiastic support and 
‘. commendation of the hospitals themselves. 
akes : 
tan No business journal is stronger than its editor. Mr. Foley 
leak is the oldest hospital editor in point of service, knows more hos- 
pital people and wields more influence in this field than any 
a other. His successful work gives advertisers in HospPiTaL MAN- 


AGEMENT a unique opportunity for effective promotion of sales 
in this great market. 


=| HOSPITAL MANAGEMENT 


rer! i The Practical Journal of Hospital Administration 


00,0 537 S. Dearborn St., Chicago : Graybar Bldg., New York 


, pur Member A. B. C. — A. B. P. 
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PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


ELIMINATES INVESTMENT IN WINDOWS 


This display for Packer shampoos simulates real packages without the 
necessity of tieing up investment in the window. It is set up in one 
operation. It was worked out by J. C. Menkin Co., Packer agency. 


NAMED PUBLISHER 


JUDGE EXHIBIT OF POSTER ADVERTISING ART 


Osborn; Burr L. Robbins and Harold L. Eves, General Outdoor Advertising Co.; Andrew Loomis; W. 
H. Merton, president, Lithographers National Association; Walter Daily, sales promotion and adver. 
tising manager, electric refrigeration division, General Electric Co.; E. H. Turner, vice-president, D'Arcy 
Advertising Co.; George Cain, Swift & Co.; Basil Church, Capper Publications, chairman, Adver- 
tising Council; and Mark Seelen, western art director, Outdoor Advertising Incorporated 


FEATURED IN COPY KOLSTER PRESENTS ACCOMMODATING KNIGHT 


# 


¢ 


KOLSTER 
_hajes lastaie< 
RADIO 
nT 
; 1 as 


au 
enaues ‘ 
apt gyarit 


This new counter display unit de- Kolster Radio, Inc., New York, released this window display this week 

signed by Arthur Allen, New York, together with 700-line copy in 150 newspapers. It is noteworthy for 

will illustrate magazine copy for dramatic quality and the Pact that only one set is required to com- 
Pro-phy-lac-tic Brush Co. plete the window. 


Lee E. Olwell, formerly executive 
vice-president, National City Bank 
of New York, who has been named 
publisher of "New York Evening 
Journal." He was at various times 
connected with J. Walter Thompson 
Co., National Cash Register Co. 
and Chalmers Motor Car Co. 


Vv 


(Right 
Underwood & Underwood, Chi- 
cago, are — the use of 
photographs in advertising by pro- 
viding advance layouts showing 
what may be expected. The new 
method has been well received by 
agencies and others. This indicates 
how closely the finished photograph 
conformed to the advance sketch, 
made for De Vilbiss, Toledo, 
through Sun Advertising Company. : 
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